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for Vacation-Wear 


Cruise-Wear 


Tropical Displays 


Cast Your Line 


for SCHACK’'S New Line. 
Write for “Cruisewear”’ Photo Brochure. 
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New Elegance (in action) 


for display of Footwear Fashions 


= 
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New “WLS See-All’”’ modern 


display fixtures. A dimensional wire 
diamond with a shelf of beveled 
Plexiglas. The standing unit has a 
¥%," black marble base. Excellent for 
cosmetics—gifts and many other 
types of merchandise. 

No. 506—Hanging “See-All”’ Fixture 
1714” x 1744" $6.75 ea. 

Set of 6—$35.00 

No. 507—Standing ‘‘See-All’’ Fixture 
222” high x 174%” wide $12.50 ea. 
Set of 6—$57.50 


No. 515 
Ceiling Motor 
110V.—AC 
Price each $11.85 


Mosaic Sheets 


New French green with accents of gold and 
white. Easy to cut—cover floors, old fixtures, 
cabinets, columns, walls—use flator on 
curved surfaces. Vacuum formed to repro- 
duce beautiful mosaic effect. Also available 
in other colors. 


No. 2795—French Green and Gold 
No. 2799—Yellow 

No. 2900—Ivory and Gold 

No. 2796—White and Gold 

No. 2901—Beige and Gold 


Price $6.85 ea. 24 or more $5.00 ea. 
Write for Catalog Now! 


JANUARY, 1960 


W. L. 


ESTABLISHED 1931 
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Beauty From Every Angle 


For a smart showing of high fashion footwear. The modern WLS “‘See- 
All’ displays hang from ceiling motors, revolving to show footwear 
beauty from every angle. The draped frieze is vacuum formed plastic... 
the coloring is antique French soft green. The window is framed in 
vacuum formed mosaic also in the antique French soft green. 


Classic Draped Frieze 


Beautifully sculptured in durable 
vacuum formed plastic finished 
in antique French soft green ac- 
cented in gold and white. 

27 in. high, 68 in. long. 


No. 3140 Antique French Green—Price ea. $24.50-—$245.00 dz. 
No. 3073 White—Price ea. $19.50—$195.00 daz. 


STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 
Specialists in Merchandise Presentation » Demonstration + Displays + Exhibits 
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Editor's Comment 

French Theme Unites Spring Market Week 

The Roving Camera At NADI Spring Show 

NADI Growth and Stability Recognized At Annual Meeting 

Gimbels, Mayfair By Claire Brown 

Dick Jachim . 
Raymond Massey 
Charles S. Telchin 
E. Everett Fernandez 
Richard Day 
Roderick McKenzie 
W. L. Stensgaard 


Luxury Reigns In Los Angeles 

Vital Forces At Work In New York Display 
Your Store ls YOU! 

Displayman’'s Sketchbook 

Reflecting . . . Chicago's ‘Good Life’ 
Park Your Beret 

Shoe Displays With Showmanship 

Display ... On And Off The Record 

Man In The Barrel 

NADI Newsgram 

Display .. . Here And There . 
cteneiitia Mountain Meets The Customers 


H. G. Allgaier 
Gabriel M. Valenti 


Handicap No Barrier To Top Performance : , , 
Display Ideas Designed To Sell By Jim Kiley 
Display Internationale 
Reminiscing , ' :; 
The Display Parade By Al Couch 
Coming Up! , 
By Al Couch 


Trade Personalities 


Display Of The Month 


PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 GILBERT AVENUE, GARFIELD 1-2050 - 1-2051, CINCINNATI |, 


THE COVER 


An unusual animated colorful Christ- 
mas toy window is this display by 
De Bijenkorf department store of Rot- 
terdam, Holland . . . T. Vonk is display 
manager... This abstract treatment 
uses moving colored lights going on and 
off while the various cones, balls, etc.. 
of aluminum foil revolve in a glittering 
spectacle. 


® 
OUR NEXT ISSUE 


In addition to regular features, the 
February issue will contain the results 
of the 1959 International Display Con- 
test and many pages of the winning 
displays from a variety of categories... 
San Francisco display will definitely be 
reported in February . .. Block's new 
suburban store in Indianapolis will be 
toured .. . Many new features for 
spring will make this issue worth looking 
forward to... in the mails January 20. 


EXECUTIVE STAFF 


H. C. Menefee, President 

Nathan Silverblatt, Managing Editor 
Paul T. Knapp, Associate Editor 

R. James Shriver, Advertising Manager 
John Mendell, Production Manager 


Eastern Office 


Homer Guck, 400 Eighth Ave., New York 
1, N. ¥. Phone OXford 5-3399. 


Western Office 


Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone TRiangle 7-7556. 


cs 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be _ supplied 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


National 
Association of 
Display Industries 


Associated 
Bureau of Business 
Circulation Publications, Inc. 


Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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Sa\ ‘ | wit] ) { lowers The new show's on! Concensus of storemen from al! over: “Great!"’. They're back at their 


stores now, reviewing dozens of excitingly fresh Williams ideas for adoption, adaptation or development. Come soon! Wander wide-eyed, knee- 


deep through our magic flowerland. 1960 Display is in full blossom here. D. G. WILLIAMS Inc., 498 Seventh Avenue, New York 18. Mary 
Brosnan mannequins, Durabelle mannequins, Patina forms, Lumilite displayers, imaginative novelties. 
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for a trim window ... that’s the display man with the full versatility of Amplex Focalites 
ARM | D at his command. From the floor up or from the walls in, from hidden corners or any- 
where else, Amplex Focalites get there with the right light or the bright light. Arm yourself with the facts. We'd 
love to send you our newest Focalite brochure. 


Write for free catalog: 
Amplex Corporation 
214 Glen Cove Rd. 
Carle Place, L. I., N.Y. 
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One Stop e e e for your sign needs 
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SIGN MACHINES 
and supplies 


ft peeetieuaert 


SIGN MACHINES ... The Line-O-Scribe comes SIGN EASEL and SCROLL HOLDERS .... in all 


in 4 sizes and 8 models, using standard metal and 
wood type, prints any cuts or half tones. 


CARDBOARD .... All colors, 6-ply coated 2 sides 
and 14-ply finished one side. Best quality, sheared 


to all wanted sizes . . . Scroll paper, too, in 5 colors. 


INKS .. . Fast-Dri inks that come in every color, 
special shades mixed to match any sample. Dry in 
5 to 10 minutes. Do not set on type or rollers if 
left on, can be easily cleaned anytime. 


CLEANERS ... Type and Roller Cleaner for use 
with Fast-Dri or similar inks. Leave rollers in 
clean, dry condition for next use. Hand Cleaners 
that remove any ink and keep skin soft. 


TOPPERS and IMPRINTED BLANKS .. . for 
sales and special events, speed up signing for sales 
and give your merchandise the extra-value appeal. 


CUTS and DESIGNS ... Attract attention, sell 


extra merchandise . . . for special promotions. 
Mother’s Day, Dollar Days, Christmas, etc. 


TYPE... All the standard styles and sizes plus .. . 


brass, come in a range of sizes to handle all the 
sizes normally used. 


CARD HOLDERS .. . Conventional chrome 
finishes with flat or round bases in the full range 


of sizes. 


REQUISITION FORMS... that show your people 
how to write good sign copy, controlled by layout 
and lineage, design based on research and copy- 


righted. 


SALES and SERVICE .. . Our national sales 
organization is qualified and ready to help you 
with an aggressive sales promotion program in 
your store, and our company wants to serve you 
faster and better. 


Write for New Catalog M60 on 
Line-O-Scribe machines 
and supplies. 


Th MORGAAR(, 


exclusive studio lettering, Beaufonte, Bellaire, Bon- Seon MAS FI! 


Air, Beaux-Art and Fashionaire type in display sizes. 


4510 N. RAVENSWOOD AVE. CHICAGO 40 
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thank you 


for visiting the new 
Wing's 

Success 

The Bliss SEELINGRILL revolutionizes all con- | Display 


cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 


space without cluttering the floor. room in new york's 


display center 
watch for more about 
our new and exciting 


merchandising system 
in the February issue. 


SUCCESS 


ERIE, PENNSYLVANIA 














Learn HOW To 


RIG and FORM 
MEN'S WEAR 


for Display expertly and professionally 


The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


The most useful book ever written about 
RIGGING and FORMING 
Men's Wear for Display 


Practically every branch store built within the last five ah cage 
years has been equipped with the Bliss SEELINGRILL. y Lloyd L. Buzan 


This is the book display men and store owners 
have been wishing for. With the aid of this book 


. . . anyone can learn how to handie men's wear like 
Please write for complete information. the famous men's stores. The professional methods 


of rigging and forming inen's wear explained by 
step-by-step photos (over 375 illustrations) with 
easy to understand instr ctions. Worth five years 

training under a profess,>nal trimmer. Learn the 
B a | S S D | S p LAY * O R p O R AT O N newest procedures in rigging Shirts, Underwear, 

Ties, Robes, Shoes, Hats Slacks, Suits on half 
mannequins, Suits on mannequins, folding, laying, 


37-21 32nd STREET @ LONG ISLAND CITY 1, NEW YORK 3) fe earn ects See yio of the craft 
Don't be without it. Worth ten times the cost. 
EXeter 2-3890 106 pages 9x!2 with hard cover. 


$10.00 postpaid 
Order your copy today 
DISPLAY WORLD, Cincinnati MW1, O. 











DISPLAY WORLD 





You can easily make trees, like these created by Sage-Allen Department Store in Hartford, Cc nr 
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CELASTIC 
FLOWERING 


DOGWOOD 


(DISPLAY VARIETY ) 


Now, Wasco brings you improved Celastic that needs no special activator. 


Celastic is easy to use. Just tear it or cut it, dip it in straight MEK (available locally from chemical suppliers) and form to 
any shape. Celastic hardens quickly into a weatherproof-waterproof plastic that will take practically any finish you desire. 
Stocked in the economical 47-inch width, Celastic also comes in 16- and 32-inch widths if needed. Three different weights. 


A Gakic 


DIVISION OF WASCO CHEMICAL CO., 5 BAY STATE ROAD, CAMBRIDGE 38, MASS. 


Exclusive distributor in display field: makar L&E Fasric corporation 


Canadian Shipments from Montreal warehouse 


NEW YORK: 130 West 46th Street CHICAGO: 412-20 No. Orleans St. LOS ANGELES: 1113 So. Los Angeles Street 


JANUARY, 1960 
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GREATEST BOOK ON DISPLAY 
Ever Published, Say Country's Leading Display Authorities 


NOW IN ITS THIRD EDITION 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 
Contains Everything 


ABOUT DISPLAY 
— You Must Have A Copy 


..-to make your displays sell more goods faster 
...it’s the kind of book you have been waiting for 
... it's a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


268 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 

help toward steady improvement and perfection in his work. 

Endorsed by the country S For the experienced and professional displayman it is rich in 

foremost display directors. display ideas and an invaluable reference work — in fact, a 

display library in itself. Retailers, both large and small, will 

find it a positive guide to good selling displays. The author 

S$ draws freely on his wide experience to explain each facet of 

PRICE POSTP AID retail display and shows by photographs and sketches the 

practicol application of display techniques for modern displays 

. . ' that seli. Display problems and their solutions are explained in 

immediate Delivery! detail. It gives display a scientific background to make the 

PARTIAL LIST OF CONTENTS medium of display more powerful and effective. Study the 

Train’ tees partial list of contents and you will realize that this is a book 
raining for Display Work Variations on a Basic Idea 

Sasctithiy Inte ats, iene The Displ Citas you MUST have. Its value to you cannot be measured by its 

p a playma play 


t. 
Common Errors in Display Layout of Merchandise reasonable cos 


Working Methods Display of 19 Different Wares 

Application of Art in Display Small Windows Order Your Copy NOW! 
Abstract Art in Display The Store Front 

Technique of Painting Interior Display 

Technique of Enlarging Expositions and Trade Fairs 
Eye-Catchers Decorations on the Store Front 
Paper Sculpture The Flower in Display 

Display Materials Color 

Papier Mache Paints, Binders and Thinners 
Balance and Symmetry in Display Lettering and Display Signs 

Line and Form in Display Lighting 

Principles of Contrast Animation in Display 

How to Master the Space Problem Figure Draping 

Preparatory Work Display Fixtures 

The Window Plan Economy and Good Housekeeping 
Birth of a Show Window The Workshop 

Display on a Small Budget Windows of the World 


SR ANS / SERN ABO 


IATL BISGPLAY 


PSOGSSESEEEEEE4E 0668688688668 E8080 80808008 88888680806 


DISPLAY WORLD, Cincinnati 1, Ohio 


[] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 


NAME... 
STREET 











~ 


DISPLAY WORLD 
Aas 








~ DECORATIVE PLANT CORP. 


as 4 4 136 WEST 24th STREET, NEW YORK) N. Y. 








! 
| 


: 


| 


i 


. 


This is the first January issue in many years not to devote a 
majority of its editorial content to an “annual review," which, in 
recent years, has consisted of photographs of the favorite displays of 
from 75 to 100 top displaymen. This change was not made merely for the 
sake of change, but because the editorial staff believes it can better 
serve the majority or readers through maintaining its normal diversity 
of articles. 


Keeping this diversity in mind, the February issue will contain 
the announcement of the winners in the 1959 International Display 
Contest and will contain photos of many of the top displays in a 
variety of classifications. This presentation should be found of more 
value to the readers than the previous "annual review" of favorite 
displays, because invariably the "favorites" were chosen from a limited 
number of merchandise categories, predominantly women's wear. 


At this writing we are fighting an approaching deadline in 
efforts to include as complete report of Spring Market Week as is 
possible, primarily for the benefit of our readers who were unable to 
attend. Those who did attend no doubt took notes of their own to guide 
future purchases. While on that subject, why not take time out now 


from your display activities to prepare a brief report of your activi- 
ties and observations at Market for top management. This report will 
Show the boss the benefits of Market Week attendance to you and to the 
store. Your silence certainly doesn't speak in its favor. 


Mr. Warner B. Rhodes, vice-president and general manager of 
Gold's, Lincoln, Neb., recently reported an independent survey taken of 
merchandising procedures of his store and others in his area. Among 
his comments to the Advertising and Sales Executive Club of Kansas 
City, Mo., were these statements: 


In certain departments, 90 per cent of ad money was being spent 
on promotions that brought in only 30 per cent of the business. This 
Situation is often the result of management's efforts to meet or beat 
promotional days or seasons of the previous year. For instance, 
display departments are literally forced to spend a larger amount for 
Christmas displays than is justified by their budget, making it neces- 
sary for them to skimp and scrape for funds for the rest of the year. 
Sales volume, in almost all cases, would be higher if the available 
funds were spread out more evenly over the year. 


As every merchant Knows, an increase in sales volume does not 
automatically mean an increase in profit, because the cost of producing 
that volume might be so high as to offset the increase in sales. It has 
been said and proved repeatedly that profit can be increased more 
consistently through the effective display of appropriate merchandise 
at regular prices throughout the year and the cost-per-sale of con- 
Sistently effective display usually is less. 


You have often heard it said of one of your colleagues during a 
Market Week gossip session: "Why, sure, his store has terrific Christ- 
mas displays, but they are nothing the rest of the year!" In probably 
every city in the country there is at least (Please turn to page 62) 
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Prevent Fade Damage 
with New SUN-X Glass ‘Tinting 





Now you can economically stop costly fading of 
display merchandise... and add striking new beauty 
to your merchandising windows. 

New Sun-X Glass Tinting, a liquid-plastic dis- 
covery by Du Pont, makers of “Better Things For 
Better Living ... Through Chemistry,” gives you 
positive, all-day sun control without any effort on 
your part. It effectively prevents fade damage to 
your valuable merchandise by eliminating up to 
99.5% of the sun’s fade-causing ultra-violet rays. 

New Sun-X Glass Tinting is applied without 
spray or splatter to your existing windows by a 


INTERNATIONAL DISTRIBUTORS 


AMERICAN GLASS TINTING 


RICHMOND AVE. @ HOUSTON 27, TEXAS 


JANUARY, 1960 


"tS wu s pat off 


unique miracle-flow process. It bonds tightly and is 
guaranteed in writing not to chip, crack or peel. 
No maintenance is required — you wash Sun-X 
tinted windows in the usual manner. 

Available in your choice of 11 distinctive colors, 
Sun-X Glass Tinting gives you the distortion-free 
appearance, the trouble-free convenience of expen- 
sive factory-tinted glass at a fraction of the cost. 

Get more value from your display windows by 
making them more attractive, more useful, and Jess 
costly with new Sun-X Glass Tinting. Send for your 
free copy of “Solve Sun Problems with Sun-X.” 


iE ON oe 


Houston 5, Texas 


NAME___ 


AMERICAN GLASS TINTING CORP., P. O. Box 6565, 


Please send free copy of “Solve Sun Prohlems with Sun-X.” 





COMPANY____ 








ADDRESS______ 
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BTRIMLok 


U.S. PATENT NO. 28108598 


PieN § NG 


MERCHANODISERS 


... offer 

VOLUME SELLING-- FASTER 
TURNOVER--IMPULSE 
BUYING ... MORE PROFITS! 


Are you ready to participate in the 
GREATER PROFITS that Retailers will 
realize with OPEN SELLING? 
































The buying habits of your customers have 
changed. They will want to see broader 
assortments of merchandise in greater 
depths. They will demand faster service 
during peak selling hours. Your customers will 
spend less time in your store and will want 
to be served in the most expedient manner. 


The exciting line of TRIMLok packaged mer- 
chandisers, meet all the requirements of the 
newest methods and techniques for OPEN 
SELLING. The broad assortment of 
TRIMLok merchandisers were 





designed and store tested to dis- 
play and sell merchandise in every 





department in your store. They 
adapt to either soft or hard lines. 


TRIMLok 1S DESIGNED FOR 
COMPLETE STORE INSTALLATIONS 


Module Wall Sections . . . Lighting Cornices 


Over - Counter Superstructures .. . Garment 
Racks... Merchandising Units... Tables... 
Counters .. . Perforated Metal Shelving... 
Shelf Brackets . . . Shelf Dividers .. . Binning 
Hardware. 








Store Planning Service Available 


Write to STORE PLANNING SERVICE DIVISION 


American Fixture Inc. 


2300 LOCUST STREET + SAINT LOUIS 3, MISSOURI 
NEW YORK OFFICE and SHOWROOM CHICAGO OFFICE 


1] West 42nd Street 222 West Adams Street, Room 391 
New York 36, New York Chicago 6, Illinois 
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—Can-Can girls (left to right), Joan Mitchell, Lisa Shayne, Pat Basco and Bobbie Clark pose with Marinette Coppolani of Air France (center) and 
French legionnaire Jack Olt (in back) . . . Barnett Laffer of Roger Kent, New York City, winner of the trip to Paris aboard Air France — plus $300 
spending money from NADI — receives the award from Sophie Noach of Air France and Gabriel Valenti, NADI Managing Director (right)— 


HE TOOTH-AND-NAIL competition 

of many similar spring lines was cloaked 

pleasantly in the aura of a French boule- 
vard when the National Association of Display 
Industries presented Spring-Summer Market 
Week at New York City December 6-10. Ex- 
hibit halls of the New York Trade Show 
Building took on a festive air, with can-can 
girls in colorful costumes standing near 
equally gay French kiosks and delightful side- 
walk cafes serving free coffee and cookies in 
the company of business talk and aching feet. 

This was the second time in the 18-year 
history of the market weeks that the display 
industry dared practice what it has preached, 
i. €., using sales promotion techniques to pro- 
mote promotional The 
first time was in June at Chicago. 

Judging from the praise of exhibitor and 
customer alike, you can expect this effort to 
be expended in the future. The Market Week 
Committee, headed by Keith, 
was assisted by Sylvan Freund, Edgar Moser, 
sernard Schwartz, David Sloan and the man- 
aging director, Gabriel M. Valenti, deserves 
the credit for this outstanding effort. 

Not by any means was all the attraction in 
the halls of the exhibit building. Eighty-five 
NADI members chose to utilize space at the 
Trade Show Building to present their lines 
of display materials, decoratives and acces- 
sories for the coming spring and summer sea- 
sons. Many of them also carried through the 
French theme into their booths. The same 
was true of the New York display firms who 
preferred to use their own showrooms. 

Mdst firms reported that buying was un- 
usually brisk Sunday and Monday, with the 
jobbers, as usual, making the first concen- 
trated onslaught in efforts to sign up ex- 
clusive lines. 

Attendance was decidedly above last 
cember’s show. As of Tuesday afternoon dis- 
playmen and retailers numbered about 300 
ahead of last year with approximately 600 
more expected the last two days, bringing that 
total to about 2,500. A glance at the regis- 
tration list reflected: A larger proportion of 
store owners and high executives than in the 


sales of materials. 


who 


(,ordon 


De- 
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French Theme Unites 
Spring Market Week 


Imported novelties and foliages, vacuum-formed plastics, molded 


rubber figures and attractive themes for Valentines and spring 


among highlights of Market Week . . . Macy's marquee and 


B. Altman's animations fascinate visitors . . . Sidewalk cafes, 


kiosks and can-can girls invoke pleasant atmosphere for leisurely 


display shopping 


past; better nation-wide coverage than at last 
years market week; many more first-timers 
younger displaymen; predominately 
displaymen who “never miss a 
old-timers conspicuous by 


among 
the same 
show” ; several 
their absence. 

A perusal of the list of manufacturers and 
national advertisers revealed the presence of 
several large AAAA corporations, many of 
which had interest in the show as suppliers of 
basic materials to display manufacturers; 
these primarily in plastics, wire and metals. 
Others were interested in display materials 
for use in their point-of-purchase display 
programs. For instance, Revlon’s representa- 
tive made several exhibitors quite happy with 
large orders. 

D. W. Carlton, president and manager of 
the New York Trade Show building, is to 
be commended for the fine service and co- 
operation extended the NADI exhibitors, 
whose shipments were handled with prompt- 
ness and without confusion. 


What's New? 


Kurt S. Adler’s three dimensional paper 
panels in five colors that operate like Venetian 


Imported foliages in abundance at 
American Fixture’s 
Astral mannequins in spun glass pastel wigs 
on revolving turntable ... Adjustable narrow 
beam spots by Amplex Hanging artificial 
Hower sprays in pastel shades of paper; also 
plastic and blooms from newspaper 
pages at Artificial Plant Imported um- 
brellas and lanterns—designed here—in bright 
colors at Arts and Flowers . 


blinds 


competitive prices 


flowers 


A definite don’t-miss for your next trip 
Silvestri’s Flairtime studios V alentine 
panels and swimwear promotion accessories at 
William L. Baer . Vacuum-formed plastics 
in every shape and design everywhere—many 
made behind-the scenes by same firm 
Rubber molded figures with porcelain finish— 
won't chip like plaster and are really strik- 
ing . . . Quaint miniature figures in tulle net 
dresses of era 1812 by Jean Ballin .. . Scenic 
panels in Roman antiquity themes on silk by 
Bliss... unusual felt-covered wire mesh busts 
in pastel colors at Brunn & Bertheim show- 
room ... Bulkley Dunton’s six new seamless 
colors—also new fluorescents—and telescopic 
pole set for suspending seamless backgrounds. 


[Please turn to page 54] 











Roving 
Camera 


—Clockwise, beginning at top left: Jack Wachstein, J. Tresnowsky, Helio-Worth 
Corp., Int., New York City, Jack Olt, NADI; R. E. Lollar, Gordon Keith Originals, 
Columbus, Ohio . . . Mr. and Mrs. Richard Baker, Patterson-Fletcher, Ft. Wayne, 
Ind.; Howard Wing, Wing Success, New York City . . . Walter M. Wolfe, Jr., 
Melvin S. Roos & Co., Atlanta; Sid Gard, Display Associates, Inc., Jersey City, 
N. J.; David H. Lazare, Display Equipment Corp., Chicago; E. C. Griffin, Milton 
E. Kravitz, Joseph DiGrazia, Display Associates, Inc. . . . Harry Berkoff, Harry 


Berkoff, New York City; Miss M. Scherer, Harry Berkoff . . . Sal Lombardo, Lombardo 
& Co., Inc., Brooklyn; Arnold Dorenz, Display Art Studio, Albany, N. Y. ... Garry 
M. Gibbons, Robert Donohue, Marianne Shops, Philadelphia; Bernard Weinberger, 
Met-Wood Floral Mfrs., Inc., Trenton, N. J. . . . Mrs. E. Friedmann, Friedmann Art, 
Rochester, N. Y.; Milton Kravitz, Nu-Era Displays, Inc., St. Louis, Mo. . . . Eugene 
Braun, Omaha Mannequin & Display, Omaha, Neb.; Leonard Orkin, New World 
Mfg. Corp., New York City ... K. G. Pinney, The Jones Store, Kansas City, Mo.; 
William Price, Rip Studio, New York City; Frank Mann, The Mannequin Company, 
Independence, Mo. . . . Edward Kort, Zaria Displays, New York City; Raymond 
Massey, DISPLAY WORLD New York City correspondent . . . Miss Constance 
Swift, C. Crawford Holliage, Boston, Mass.; E. W. Hallback, Denholm McKay, 
Worcester, Mass.; Miss Fujiko Stewart, Cecilia Staples, Inc., New York City .. . 
Bernard Lubow, Mac Strumpf, Kenbury Glass Works, Inc., New York City 

Jerry Denton, Ferrocraft, Morganfield, Ky.; Jack Boghosse, Goldblatt's, Chicago 
. . . George J. Collins, Fren-Zee, Inc.. New Haven, Conn.; C. J. Klos, Nesbit In- 
dustries, Inc., Chicago .. . J. H. Hinderer, Famous-Barr, St. Louis; Ed Doerr, Doerr 
& Associates, Portsmouth, Ohio . . . David Sloan, David and Michael Sloan, Inc., 
Brooklyn; David |. Roos, Jr., Melvin S. Roos & Co., Atlanta .. . Miss Patricia Basco, 
New York City; Louis Vilimas, J. Rodger Withby, Pogue's, Cincinnati . . . Richard 
Grim, E. J. Korvette, Philadelphia; Ray F. Morgan, Morgan Sign Machine Co.., 

Chicago— 
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NADI Growth and Stability 


Se BOARD OF DIRE® TORS ot the Record representation attends The semi-annual meeting of the member- 
National Association of Display In ship was held on Friday evening, December 
dustries met Thursday night, Decembet general meeting of National 4, with the largest representation in the 

vith all members present with the excep history ot the association, indicating the 
tion of Richard J. Adler, who was unavoida Association of Display Indus- strong interest of the membership in the 

detained in Chicago. The meeting was : r conduct of the association. This meeting 
presided over by Earl W. Gasthoff, presi tries preceding Market Week also was presided over by Earl W. Gasthoff, 


dent, and reports were made by the officers, 


committee chairmen and the manavinye di = President Gasthoff praises President Gasthoft reported continued 


rector, Gabriel M. Valent) . growth and stability of the association both 
| committee work we egpeaten” Fs Bacio! wt 
()f great significance was the report ot the in membership and finances and the accom- 


treasurer, Edgar Moser, which showed that plishments which were due to the work of 


president. 


the association was in a strong financial the various committees who had tunctioned 
position. Gordon Keith reported for the mittee, and Phil Weinberg, for the constitu- faithfully and wisely. 

Market Week committee, Nathan Silverblatt, tion and by-laws committee. The report of Gordon Keith reporting tor the Market 
for the promotion committee; George Sil the semi-annual meeting will report on these Week committee indicated that the Paris 
vestri, for the Market Week regulations com committees. in Spring theme was enthusiastically re- 


a 


AT THE NADI GENERAL MEETING 


—Top row, left (identified clockwise from left front): John March, Artificial Plant Co.; Bernard Lubow and Max Strumpf, Kenbury Glass Works: 
Lovis Hulme, Display Magazine; Philip Wenett and Arthur Zelnicker, Economy Cover Corp.; Kenneth Blauman and Harold Reed, Artificial 
Plant Co.; Mrs. Gordon Keith and Louis Fountas, Gordon Keith Originals. . . Top row, center, same order: Harold Moses, Mutual Display Mfg. 
Co.; Dave Starkman; J. R. Nesbit, Nesbit Industries; Phil S$. Gray, Schack's; Nat Siegel, Nat Siegel, Inc.; V. V. Pflem, Royal Display Products: 
Mr. and Mrs. Walter E. Spaeth, Spaeth Displays; Richard |. Langham, Brunn & Bertheim . . . Top row, right, same order: Leo W. Sanderson 
and Lewis S. Rosen, Resident Display; Norbert Austen, Austen Display; Mr. and Mrs. William Price, Rip Studio; Irving Silverman, National Form 
& Fixture Co.; Mrs. Sylvan Freund, Decorative Plant Corp.; Lew Loock and Max S. Mayer, Greneker Corp. . . . Second row, left, same order: 
Joseph Helft, United Artificial Fruit Co.; Max A. Caine, Lustra-Cite Industries; Alvin M. Mendle, American Fixture; Bernard Barondess, Gustave 
Rubner, Inc., Herman C. Stern, Park Lane Fabrics Co.; Arthur Maharam, Maharam Fabric Corp.; Mr. and Mrs. Frank Scarano, Regal Flower & 
Display Co.; Mr. and Mrs. S. Lombardo, Lombardo & Co. .. . Second row, center, same order: Erwin Reiser, Potential Unlimited: Charles 
Waldman, Standard Fixture Co.; David Stempler, United States Display Corp.; Sid Gard and Joseph DiGrazia, Display Associates; Albert W. 
Sabel and Irving Sloane, Ev-Ready Advertising; Ernest Salomon, Sama Plastics; Jack Holt, NADI... Second row, right, same order: Mr. and 
Mrs. M. M. Schaeffer and Mr. and Mrs. S. Shapiro, Mystic-Lite Corp.— 
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ecognized at Annual Meeting 


ceived by the exhibitors and actually became 
the display theme of the manufacturers them- 
selves. The outstanding feature was the 
Cafe de la Paix feature, with coffee and 
cookies being served on each floor. He re- 
ported that the mechanics of the show had 
all been taken care of according to schedule 
and without any confusion or difficulties. 
George Silvestri reporting for the Market 
Week regulations committee stated that all 
matters relating to the conduct of members 
during Market Week had been satisfactorily 
resolved and that this Market Week should 
be one devoid of any complaints by partici- 
pating exhibitors. Nathan Silverblatt re- 
porting for the promotion committee stated 
that a mailing had just been completed to 


AT THE NADI GENERAL ME 


—Top row, left (identified clockwise from left front): 


—Seated at the head table at the NADI Gen- 
eral Meeting were the officers and directors .. . 
Left to right, across both pages, are: Phil 
Weinberg, David Opperman, Bernard Schwartz, 


Jerry Denton, Nathan Silverblatt, C. G. Woelky, 


Gordon Keith, Sylvan Freund, President Earl W. 


Gasthoff, George Silvestri, Tom Hughes, David 
Sloan, Edgar Moser, Irwin Rhodes, and Gabriel 
M. Valenti, NADI Managing Director— 


the top management of department stores 
and shopping centers, this being one of a 
continuing series of mailings to management 
on the importance and value of the display 
program in the store’s merchandising pro- 
gram. Phil Weinberg reported for the con- 


ETING 


stitution and by-laws committee, suggesting 
that the directors be elected on a staggered 
scheme and this will be put in the form ot 
an amendment to the constitution to be voted 
on at the annual meeting in June. Last but 
not least was the report of our genial and 
capable managing director, Gabriel M. Val- 
enti, who also complimented the work of 
the various committees, whose cooperation 
had lightened his burden and made it possi- 
ble for him to report the wonderful progress 
that the association had achieved under his 
management. To all of which President 
Gasthoff gave an enthusiastic vote of thanks 
and this was applauded by the entire mem- 
bership. Such is certainly a 
good omen for the future of the association. 


togetherness 


Mr. and Mrs. H. Menzin, Arts and Flowers Displays; Benjamin Wolburg, Bonafide Dis- 
play & Decorative Co.; Larry Locks, Sidney Newhoff Associates; Larry Charrot, L. J. Charrot Co.; Bill Hinson, Bulkley, Dunton & Co.; Robert 


Grayson and Monte Seewald, Decorative Novelty Co.; Gordon Price, Kalmo Textiles, Inc.; Percy Wisoff, Decorative Novelty Co... . Top row, 
center, same order: Ludwig Mussliner, Leo Prager, Inc.; Eugene Eppler, New Style Studio; Henrietta Rossner and Bea Rosenthal, Mileo Manne- 
quins; Fred Reynolds, Reynolds Printasign Co.; Mr. and Mrs. Walter Sturm and Ronald Kowalski, R-Tex Co. and R K S Industries; Werner 
Leburg and Marttn Schloss, Decorative Creation and Art Flower Co. ... Top row, right, same order: Sidney Shelfand and David Kessler, Im- 
perial Display; Oscar Igersheim and John Labashin, Plastic Fabricators; Jack Rostau, Atlantic Plastics Co.; Richard Ochsenbein, Arnold Pierson 
and Sid Chairman, Duplex Display; Norman Singer, Imperial Display; Edward Zahn, James A. Cole Co. . . . Second row, left, same order: 
Peter C. Cabrera, Eric K. Erskine, Rene P. Croissant and Donald Walker, Butler Paper Co. . . . Second row, center, same order: Sy Diamond, 
Amplex Corp.; Homer Guck, DISPLAY WORLD; Mr. and Mrs. Gene Dworkin, Northcraft Lighting Corp.; Nat Eisner, Decorative Utilities; Milton 
Nassau, Chic Display Co.; William L. Baer, Wm. L. Baer & Co.; R. M. Freeman, Amplex Corp. . . . Second row, right, same order: R. A. 
Ohlhorst, Jr., R. A. Ohlhorst Co.; Freddie and John F. Gasthoff, Gasthoff's Mfg. Co.; Ray Morgan and Hal Kiernan, Morgan Sign Machine 
Co.; A. T. Nelson, Showcard Machine Co.; Al D. Cook, Cook & Meier; R. L. Collen and Sumner Baum, Madisonia Manikins— 
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Gimbels, 


NDINIDUAT 
the huge new Gimbels store in the May 
tair Shopping Center at Milwaukee, Wisc., 


shops on the main floor oft 


are arranged around the perimeter of the 
store under dropped ceilings But that 1s 
not all the story, tor not only are the ceilings 
of the shops lower than the center section, 
but there is a wide variety of ceiling treat 
ment from shop to shop. The raised ceiling 
at the center of the main floor 1s of terra 
cotta. Indirect lighting is set in the side of 
the raised portion, and circular mixed lights 
are set flush in the ceiling above. 
I-xterior-wise the Gimbels store has a 
unique treatment, also. The sides of the 
building, which is designed by Weldon Beck- 
et and Associates, architects, is ot white 
sculptured stone. Above the marquee is a 


sculptured stone panel. Blue plastic let- 
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Mayfair 


By CLAIRE BROWN 


Shops have dropped ceilings with 
wide variety of treatments; are 
clustered about perimeter of 
main floor ... White sculptured 
stone makes exterior unique .. . 
Spotlighting used to attract at- 
tention to island display plat- 
forms serving as dividers 


_. Unusual Ceiling 


Treatment Featured 


ters that spell out the store name are lighted 
at night. White metal troughs spaced at 
intervals against the building's face of light 
beige bricks are also illuminated at night. 

Display forms an integral part of the 
interior decor. Display islands are arranged 
along the aisle under the dropped ceiling and 
serve as partial dividers for the apparel 
shops. Spotlights carefully placed in the 
dropped ceiling focus onto the metal trimmed 
island platforms to highlight featured dis- 
plays. 

The wide aisle is covered with convention- 
al 9 inch square tiles arranged in pattern. 
Counters line the inner edge of the aisle. 
The separate shops are uniquely designed, 
each with its individual decor, coloring, 
treatment, display, and often with its own 
special ceiling treatment. 





An example is in the Fifth Avenue Shop, 
which is not illustrated. But for that shop, 
a handsome crystal and gilt chandelier is 
centered in a raised ceiling area at the center 
of the shop. Indirect lighting is hidden in 
the lowered ceiling at the sides. A display 
unit arranged around the support column in 
the shop is highlighted by spotlights in the 
raised ceiling. The walls for this beautiful 
shop are finished in chartreuse paint and 
chartreuse and silver paper. 


A novel brass chandelier sprays out of an 
inset dome ceiling in the Junior World shop, 
also on the main level. Yellow lights flood 
the interior of the dome. Below the dome 
is a display platform on which a mannequin 
wearing a featured costume is posed. Open 
racks in the Junior World, as well as in the 
other individual shops throughout the store, 
invite self-selection, while spot displays are 
on floor bases, etc. 

The dome with its brass chandelier is visi- 
ble in the background of the illustration 
showing the junior blouse cases. Also the 
illustration gives a good angle shot of the 
dropped ceiling around the perimeter of the 
main level and the flush lighting fixtures in 
the raised center ceiling. 

The junior blouse cases are placed just 
outside the Junior World shop and face the 
main aisle. The cases are designed for self- 
selection and have metal frames with tiered 
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glass shelves and dividers. The legs of the 
cases are of brushed aluminum. Merchan- 
dise is displayed on the shelves, as well as 
on a form atop the case and by mannequins 
on platforms within the shop. 

The regular blouse department has attrac- 
tive and functional floor fixtures, of walnut 
with white trim. One of the fixtures permits 
blouses to hang below a half-glassed top. 
Featured blouses are displayed above on the 
corners of the half-glass top. A different 
style fixture, forming another side of the 
island department, holds blouses that are 
folded and stacked. Backcases within the 
island have sliding glass doors mounted in 
stainless steel frames, with the blouses visi- 
ble behind glass doors. 

Foundations and lingerie are housed in a 
setting of classic elegance. The department 
has a rear wall finished in antique mirrors. 
Wood archways are attached to uprights and 
stand slightly out from the mirrored wall. 
s,elow the arches are plastic bins for mer- 
chandise. Set on top of the bins, under each 
arch, is a graceful, partial mannequin wear- 
ing a featured garment. 

The side wall is papered in blue. Panels pa- 
pered in a repeat of the blue and framed in 


—Photos courtesy Retail Reporting Bureau, 10! 
Fifth avenue, New York City, publishers of win- 
dow and interior display reporting services— 
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wood are mounted on the wall. Stock below 
the paper wall is hidden by sliding, wood- 
shuttered doors. Display forms are set in 
front of the panels along the stock cabinet, 
and each figure wears a foundation garment 
in white. Counters are of pale blue plastic 
laminate that is flecked with gold, Chairs for 
customer comfort are upholstered in blue. 
Two more of the display forms are posed on 
the ends of the long counter, and again each 
was wearing a foundation garment. Spot- 
lights in the ceiling are carefully located to 
highlight the displays. 

Another view of the dropped ceiling 1s 
shown in the accompanying illustration for 
shoe racks. These shoe racks face the aisle 
and serve as a divider for the shoe depart- 
ment. In the far background is a different 
angle of the chandelier and dome in the 
Junior World section. These ceiling treat- 
ments serve an effective directional purpose, 
since they are visible from one part of the 
level to another. 

The shoe racks are of white metal com- 
bined with blonde wood. Featured shoe items 
are displayed on a slanting rack as well as 
on a glass shelf above the rack. Similar 
type racks are arranged in the casual shoe 
section to serve as displayers. Also display 
shelves are built which 
forward shoes. A 


wall 
casual 


above a 
stock of 


case 
houses 


[Please turn to page 58] 
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Barker Bros. (left) 


Fred Bower 


Mattresses, which normally are difficult to 
merchandise attractively always seem a com- 
position of beauty here. In this window, Mr. 
Bower used pastel colored ones against the wall 
and on a brass wrought iron bed. Different 
tones of fabrics and scatter pillows were then 
strewn over the bed adding softness to the 
scene, as did strands of pink ribbon, which 
were fanned from the right wall out to the 
ceiling and wall. 


Luxury Reigns in Los Angeles 


By DICK JACHIM 


Robinson-Beverly Hills (below) 


Lee Domez 


\ simulated stage scene dramatically heralded in the opera 
season and glorifed the elegant tashions as suggested wearing 
apparel lhe center ot the main window showed the stage 
draped with red velvet and the figure of Carmen on itt, which 
was the opening opera. Venetian balustrades flanked it with 
the costumed mannequins near them, as well as an opera chair 
on the lett 


The word "luxury" can be considered the fitting theme 
for the current retailing atmosphere in the Los Angeles 


area ... Even elegance in props to enhance merchan- 


dise is a noticeably strong factor in visual selling . . . 


This trend is so aptly shown in this series of displays 


DISPLAY WORLD 











W & J Sloane (above) heads adorned the divided doors in the background and 
Jim Hassinger flanked by candle-sconces on the wall. A series of miniature 
prints in gold baroque frames hung on the left wall opposite 
a Venetian mirror on the right one. Within the walls, turni- 
ture and accessories in Venetian and antique feeling com- 
pleted the composition. 


So apropos for the present mood, the classic motif, is this 
unusual furniture scene in the European feeling, which at- 
tracted much interest. On white walls, heavy gold lion 


Saks Fifth Ave.-Beverly Hills (right) 
Art Alvarado 


The association of merchandise with quality props enriches it if 
properly used, as in a series of men’s windows here. Exquisite 
oriental lanterns of wrought iron with variegated colors of jewel 
glass inserted throughout were suspended overhead, and when 
electrified enhanced the whole scene. Against a background of black 
shoji screns, neat groupings of men’s furnishings and a continental 
suit were tastefully presented. 


Sears, Roebuck-El Monte (left) 
Nibs Gomez 


This is a good example of utilizing interior space for merchan- 
dise to the fullest without creating an over-crowded feeling. Mr. 
Gomez placed an attractive stained knotty pine shelf unit on the 
risers along the main aisle next to the mannequin. Its design with 
the shutters and drawers gave it an appearance of an attractive 
piece of furniture. He then filled it with accessories to match the 
costume on the mannequin and general merchandise oi fine quality. 





Vital Forces at Work 
In New York Display 


By RAYMOND MASSEY 
Photos by Virginia Roehl Studios 


/ 

LAN has been the word for Manhattan windows this fall, with displaymen 

shooting for nothing less than excellence as par for the seeing-is-believing 
course. Before turning to the particulars, we'd like to use this space to quote 
a conversation concerning Gene Moore who, as display director of Bonwit 
Teller and Tiffany's, has been one of the city's most enthusiastic and perceptive 
sponsors of talented artists. ‘You've no idea how much Moore's attitude 
means to an artist," commented Mozelle Thompson, one of a long line of 
free lancers for whom Bonwit's windows have become a showcase. ‘'He's 
really very close to the Renaissance in his view of the artist in society. He's a 
vital force, a man who's always looking forward." 


Henri Bendel (below) 
Laurence Bartscher 

When Bendel went Stendhal, 350 or so checkerboards in three 
windows accomplished a “Marvelous Holiday Coup ... Rouge et noir.” 
The checker-playing, very-much-at-home mannequin fatal was wear- 
ing a full-length black velveteen skirt, a red wool short jacket and a 
white silk blouse with a white tie-silk tie. Her companion, no less at 
home, was in a full-length red wool skinny skirt, a black cashmere 
sweater and a white satin camisole blouse. Lighting: 200- and 300-watt 
spots with daylight and red filters. “It was a last-minute thing,” an 
associate recalled for an in-Florida Bartscher. “We just threw it in and 
it turned out beautifully.” Amen. 


Bonwit Teller (above) 
Gene Moore 

Displaywise designers Iraina Norell, Irene, 
fielen Rose, Galana, Nettie Rosenstem, Sarmi and 
\nthony Blotta never had its so good as when 
(,ene Moore decided to back their “Gala (Opera 
Season creations with 20-foot, seamless paper 
posters by Mozelle Thompson, whose free lance 
brushes know their way around display, LP 
covers, book jackets and, of late, ad layouts. The 
Norell design posed here against Der Rosenkava 
lies Was all accordian pleated Crepe Low covered 
with multi-colored sequins, set off by a white fox 
stole for an added theatrical fillip, the overhead 
fabric valances were removed so that the spot 
lights were visible trom the street 


Hattie Carnegie (left) 
Howard Nevelow 

Howard Nevelow’s trademark the lifelike pose that can stand up to the 
best of mannequins has seldom been more ingeniously presented than in the 
illusion seen here. To display a Balenciaga import of blue damask brocade, black 
and-white photographs of the gloved arms and familiar “Funny Face” of Bovima 
(she of Ohrbach and Hattie Carnegie ads) were blown up to lifesize proportions, 
then set in 9-by-18- and 9-by-12-inch gold frames, respectively. The gold, rhine- 
stone and pearl earrings, beads and bracelets were the real article. as were the 
coral scarf and cigarette holder with cigarette three-dimensional accessories 
that added to the rather unique sense of reality. Lighting was by coral and 
turquoise filters on 200-watt spots. As for how the “mannequin” is constructed 

he isn’t saying. 








Stern's (right) 
David Dunay 

Here’s an example of the way a talented team 

Visual Merchandising Director David Dunay 
and Designer-Artist Mojmir Wolf stirred up 
interest in “Stern’s New Fashion Third... A 
Complete New Dramatic World Of Coordinated 
Fashion Shops All On One Exciting Floor.” The 
outfits used were of “Star Amethyst . . . Cooler 
Than Magenta... Warmer Than Purple” — or, as 
Mr. Dunay described it, “a whole family of colors 
that were so high fashion, very few markets had 
them.” Accessories were arranged on an antique 
music stand and an Italian butcher’s scale (the 
latter a Dunay memento of the Continent), posed 
against a rich red velvet drape and a _ confetti- 
covered floor—all framed by pressed wood val. 
ances covered with tempertone paper. 


B. Altman (right) 
Anton Heller 


“Silk . .. the natural beauty of fashion takes on theatre elegance for little 
‘at home’ evenings or the late late show” ran the copy in one of B. Altman's most 
effective windows in some time. To dramatize this imported pink hostess 
gown, Anton Heller called on the “symbols of silk” — five suspended fuchsia 
lavender, turquoise, green and purple butterflies constructed of wire and _ silk. 
Lighting was supplied by 100, 200- and 300-watt spots with filters ranging from 
pink to shocking pink. 


Lord & Taylor (left) 
Paul Vogler 


“Wrap... wrap. Sure, let’s wrap it up 
literally.” That's about the way Paul Vogler de- 
cided on this one, taking his inspiration “right off 
the top of his head,” as one of his associates phrased 
it. The economy-minded will be pleased to learn 
that, with the exception of the brown tissue paper, 
all the props for this “Wrap me up in a coat 
steeped with fur” display were borrowed from L&T’s 
wrapping department shipping cartons, twine, and 
the like. The coats in this window (one of four) 
were moderately priced Chesterfields. 
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As background, let's start by reviewing the 
about the future. All of 
the predictions are rosy. The recession 1s 
past, and 1960 will be far pros- 
1959 sut not until we look 
does the potential really be 
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now more 
perous than 
larther 
come good 
(Qur present 
States 1s 
short 
million 


ahead 


population in the United 
1967 just seven 
will be 200 
1983. ac 
investment banker, 
households 

and lots 


175 million. By 
there 
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all needing men’s and boys’ wear, 
it! 

The potential will be there. But so will 
the competition. Men's 
that there 
more discount 


Supermarkets are now ot- 


wear retailers can 


be sure will be more shopping 


centers, houses, more house- 


to-house selling 
with peas 


they re 


fering shirts and ties side by side 
and in 
getting so big that they include departments 


and carrots, some cities 


for jewelry, children’s wear and shoes. 
As if that 
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ed 


recently 


were not bad enough, the 
Bank of Philadephia 
report stating that 
lagged during the past 
despite an 


keserve 


published a mens wear 
sales in general have 
lew years expansion ot the 
economy In 1929, men spent 3.6 per cent ot 

income on clothes Now 
they spend only 2.5 per cent. Making 
is the tact that men’s 


been a 


thea 


disposable 
adays, 
the matter even worse 
tremendous 


and boys’ wear has 


bargain during the past ten years. The 


price of clothes has gone up only 12 per cent; 
the price of other merchandise has soared an 
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What is the 
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at al store 


Your Store Is YOU! 


Statistics say that men's wear is the slow poke of Amer- 
can retailing ... Maybe average men's store design and 
antiquated fixturing has much to do with this decrease 
in sales... Here are some of the answers by a prominent 
designer of successful stores throughout the country 


niques. One of the biggest chains 1s spend- 
ing millions right now on market research to 
find how it can sharpen the image of its 
personality with the public. For one thing 
is certain about the future: With so much 
competition, you will need a distinctive store 
to survive. You will need a 
individual that customers will come to you 
for the same merchandise that will be car- 
ried by dozens of other outlets. You will 
need to set yourself so apart from your com. 
petition that customers will speak of your 
trusted triend. 

Now, your store’s personality, of course, 
is made up of many elements—the quality 
of your merchandise, the skill of your 
clerks, the integrity of your business stand- 
ards. In addition, men’s wear retailing has 
what might be 


business so 


Store aS a 


called a semi-science 
past few For example, we 
that you only three to 
seconds to catch a pedestrian’s eye 
betore he 
that 
to 75 per cent of all men’s furnishings. We 
know the average woman pays great atten- 
tion to detail, that she likes to wait on her 
self, that she cares for the colors of displays. 
retailer can have high standards, 
a good location and know all about his 
shoppers’ wants and still go broke, unless his 
business is packaged in a modern, well- 
For the customers of today 
will not shop in a store of 


become 
in the 
know 


yea§rs. 
have seven 
with a 
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between 65 per cent 


display passes your 


know women buy 


But a 


designed store. 
and tomorow 
yesteryear. 
That's a statement—let me 
it up with an illustration. Suppose 


back 


you are 


strong 











in a strange town on a business trip. You 
have an hour or so before train time, so you 
wander down the main street, looking for a 
good place to buy your wife a present. What 
do you look for as a guide to the quality of 
the store, no matter what the price range? 
Of course, you look for a store that projects 
a pleasant personality. 

Your eye is caught by a _ well-designed 
store front with an attractive window display. 
A minute of window shopping and another 
glance or two at the front and into the store 
itself, and you know a good deal about the 
business and the owner. The color scheme, 
the layout, the displays, the lighting—if 
factors and others are blended 
smoothly into a unified design, your im- 
pression of the retailer will soar. Immedi- 
ately, you will that he is alert and 
does his best to make his customers happy. 
You will feel the extreme care he has given 
his store means that he is the man to 
patronize instead of his rival down the block 
with a dull, old fashioned You will 
enter the store as a customer and will buy 
with confidence. 

Let's get down to a concrete 
of differing store personalities. Let's take 
two completely contrasting situations, the 
popularly priced men’s store and the quality 
men’s shop, and see how we can create the 
right personality tor each. Generally speak- 
ing, the big volume necessary for a popularly 
priced men’s store can best be attracted by a 
wide-open, informal design. The store front 
has tull-size windows. The exterior sign 

[Please turn to page 56] 
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store. 
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By CHARLES S. TELCHIN 


Telchin & Campanella, 


Store Architects, 
New York City 


—Shown on these two pages are examples of the store front and 

interior designs that are setting the pace in modern men's wear 

retailing .. . Note the open spacious windows enabling dramatic men's 

wear display at its best. The interior fixtures are of the self-selection 

variety to enable the customer to choose the merchandise for him- 

self . . . Fixtures must depend upon what personality owner wants to 
convey to customers— 
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= DISPLAYMAN’S SKETCHBOOK 


by E. EVERETT FERNANDEZ 





Tree through window. Cut limb of tree. Put cut part 


of tree in window against glass. Put cork or substance 
on tree limb and match on outside of window to tree Make large flowers of plastic or other dimensional hearts as shown. Make flowers of round 


inside window. Brace branch to roof outside. pillows. Also flowers of sea shells. Flowers are unique when made of leaves. Try using 
Will appear that tree grows through window glass. unusual items for flowers. 


Rowboat made of flowers and leaves... 
also oars. Place mannequins in boat as 
an eye-catcher. 


Renew mannequin by covering with flowers as shown. Other items 
to cover mannequins can be: leaves, shells, butterflies, sawdust, 
heavy gravel, newspapers, pseudo-money, coins, feathers, grass, 
reflective beading, flitters, sequins, etc. 


Make large birds from tiny flowers 
or leaves for a new effect. 


Outline hearts made 
of flowers, suspend- 
Eiffel Tower in a ©} ed indoors. In center 
each window. lon of each heart can 
Pennant from 4, . be sales item, pack- 
top can point AVY age, or small forms. 
out items in P | 
window. Or flag 
to carry the 
theme of sale. 


Mannequins (above) can be completely cov- 
ered with items mentioned. Then, can be 
dressed as usual for window or floor display. 





Parachutes made of 
flowers and leaves. 
Cords can be vines. 
Suspend doll figure .. . 
or merchandise from 
vines. Use in-store for 
effective display. Tie-in 
can be in each window. 


Surrey or old car covered with flowers and 

leaves. Wheels can be covered solid or Large eyes with glass frames made of 

open. Mannequins in and by car for merchan- flowers. Use on back window wall, or 

dise display. Good for old fashioned theme. suspend from ceiling. Eyes look at 
merchandise. 





Birds suspended with pack- Make pools in windows 
ages in beaks. Or merchan- with live birds. Also 
dise items can be used in 


other live animals can 
beaks to attract shoppers’ eyes. 


be safely kept in win- 
dows for effective traf- 
fic stoppers. Rabbits 
chipmunks, kittens, etc. 











Window cards will be 
more attractive with 
Old man sun can be r flowers and leaves at- 
modernized by mak- P09 8 tached to corners as 
ing points of wire, , shown. Other items 
or of window screen- can be attached to 
ing and spraying fit themes of windows. 
with color. If you 
wish, make face of 
sun with screening, 
too, attaching the 
eyes and mouth. 


if 


.) 
ry’ 
Small baskets can contain rabbits 


or animals. Put flowers on han- # 
dies. Large baskets can contain 
mannequins as shown. Baskets 
covered with flowers and leaves. 
‘ 1 TF. ‘ 


at 


Tree with leaves made of 
red hearts can be effective 
centerpiece for the window 
. . « Also used in interior. 











Make large flowers with mannequins coming from 

center. Mannequin heads can also be used. Shape 

leaves from heavy material to stand wear and Staircase with mannequins. 

spray them a color suitable for the window theme. Twine vines around figures so 
viewers eyes will follow. 


Picture frames with real 
flowers draping from the 
Small figures holding the large . frames for three-dimension. 
baskets overflowing with flowers. | 





rm 


Outdoor scene of winter 

and snow peaks. Winter 

skis, snowballs, etc., in 

window. Then put man- 

nequins with bathing 

suits in surroundings . ie a 

i contrast. “Keep cool” in window shade. Put projector behind, focus on shade. 

a sing “ye ity is the theme of display. Felcs cae scenery. Place mannequins in window in —_ 
rb th The effect will be un- wear. Size shade to fit projection. The deeper the projector _ 
andes ht t ssersby. If screen the larger the picture. Scenes will show through to attrac 
ona ay wigs of unusual | attention of shoppers. Scenes should be changed constantly. 
you wish, 


items and put on mannequins. 





Reflecting... 


CHAMPAGNE 
a7 © 


ood Life 


By RICHARD DAY 


Morris B. Sachs (above) 
Les Barofsky 

“Champagne and Caviar” was the cleverly executed theme that 
exactly describes the coats in this window. Caviar-black velveteen 
covered the back wall. Champagne beige clusters of artificial grapes 
and cutout letters spelled out the theme. On a table covered in the same 
pale shade of velveteen, edged with black braid, were a caviar dish, 
champagne cooler and glasses. A carved, black column and balustrade 
suggested a restaurant. Two mannequins wore coats of champagne 
color trimmed with curly black Persian lamb fur very suggestive of 
caviar. The sophisticated theme was summed up by a large bottle of 
champagne, bunches of grapes and jars of caviar heaped on the floor. 


ID-WINTER FASHIONS, with the emphasis on elegance, 

filled Chicago display windows in anticipation of a busy 
social season. As snow fell and the temperature dropped, one 
display advocating escape to warmer climes had a special 
allure. Busy shoppers, however, showed no inclination to escape 
the Christmas bustle. Stores looked for all-time highs in Christ- 
mas sales to top off the sellingest year they have ever had. At- 
tendance at theaters, the opera and other forms of entertain- 
ment was high. Nowhere was this prosperity, social activity 
and other elements of the “good life’ of Midwesterners better 
reflected than in display windows of Chicago stores. 


Henry C. Lytton (left) 
G. C. Bowen 

Seven smooth squares of wood veneer and a polished plank floor were 
effective contrasts to fluffy white Borgana coats promoted for holiday and 
midwinter wear. The veneer squares, with sprays of pine cones and ferns 
fastened to three, were suspnded from the ceiling directly behind the manne- 
quins. Window Display Manager Bob Busse used veneered plywood for the 
floor. Pile-textured accessories such as the shaggy velour hats and pony- 
skin handbag furthered the theme. All accessories were black. 


Marshall Field (left) 
Virginia Paxson and Staff 

Grand entrances were the subject matter of both props 
and merchandise in a series of five windows. Each display 
was framed by an entrance or doorway through which a 
crowd could be seen. In the classic setting pictured, three 
female mannequins wore fashions designed for a grand 
entrance to at-home festivities. Shades of green velveteen 
and brocade were vivid against a background of neutrals. 
Columns were of carved natural wood, antique with gold; 
the walls and floor were white. Three male mannequins 
in dark suits gave the necessary male company to the occa- 
sion. Carefully chosen props conveyed the idea of home 
entertaining. Kach window held a lighted hanging fixture 
appropriate to the decor. A crystal chandelier was centered 
in this window. Scattered about were filled ashtrays, plates 
of cocktail tidbits, petit-fours and after-dinner coffee cups. 
A ceramic cat sat next to the sign, “ ... And We'll Spend 
the Holidays at Home Having a Marvelous Time.” 








Maurice L. Rothschild (top left) 
Harry Meyers 

The tune, “Seventy Six Trombones,” from the popular musical, 
“The Music Man,” currently playing in Chicago, was tied in with a 
Rothschild’s 76th anniversary dress display. A huge sheet of music 
stood out sharply against the dark back wall. Thrusting out of the 
music was a real trombone carrying a sign proclaiming the anniver- 
sary. Circles of brass echoing the trombone color formed a panel at 
Another ref- 
erence to “The Music Man” was made in the sign terminology describ- 


one side. All three dresses were glamorous brocade. 


ing the display as “The Brocade Dazzlement.” 


Saks Fifth Avenue (bottom left) 
Joe Kreis 

Tropical breezes seemed to stir hemp curtains flanking the manne- 
quins in this display which was a retreat from Chicago and winter. 
Sand-blasted natural plywood panels formed a wall behind ceiling 
high curtains of loose hemp strands. Large hemp rope baskets with 
covers completed the setting of natural beige shades. A brightly col- 
ored stuffed tropical bird was the only color accent. Two white 
silk and linen dresses with matching cashmere sweaters were de- 
scribed by a sign as “SFA’s Southern Accents.” Lighting was amber 
to accentuate the beige tones with white lights aimed at the manne- 
quins. 
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Goldblatt Brothers (top right) 
Jack Boghosse 


An undercover story promoting name-brand foundation garments 
was tied in neatly with a Goldbatt’s window featuring wool jersey 
dresses. At one side a fretwork screen gave a measure of modesty 
to a mannequin attired in foundation garments. Two other manne 
quins dressed in jersey afternoon dresses and matching accessories 
displayed the finished effect. The elegantly social mood in that sec 
tion of the window was created with only three props a lighted 


crvstal chandelier, an Oriental rug and swaths of silk 


Mandel Brothers (bottom right) 
Carl James 

A red and white window featuring late-day dresses captured a 
feeling of glittering holiday excitement and expectancy. 
worn by the three mannequins were white. Accessories were red 
Translucent plastic with the appearance of etched glass and white 
panels trimmed with gilded molding, formed a doorway 


The fashions 


Through the 
door a Christmas tree sparkled with small multi-colored lights. For 
a red carpet effect James placed a sweep of red floor tiles running to 
the back wall to meet a vertical panel of red damask behind the 
Christmas tree. “Drifted White: 
sparkling snow,” read the sign. 


Holiday opulence crystalized in 
Lighted gas wall lamps at either 
side gave a special effect to the display. 
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and Get Down 
to Business 


By RODERICK McKENZIE 


ARE ARTISTIC LAURELS ENOUGH? 


You are a retail merchandising 


man, and your value to your employer 


and your store will depend on how effectively your displays do their 


traffic and sales building job . . . Ask yourselves the six questions listed 


here and weigh yourself against the average ... Are you 80 per cent 


artist and 20 per cent businessman as the average displayman? 


OME. of the most interesting and 
aesthetically pleasing art forms 1n 

today’s life are in the area of win- 
dow and interior displays. ‘Today's typ- 
ical displayman is showing more 1magin- 
ation, more design sense, more feeling for 
dramatic impact than ever before. Some 
displays, in fact, approach or attain the 
art in their design and 
America’s 
leading museums are applying the impact 


calibre ot fine 


execution and some of 
and appeal of today’s display techniques 
to their own function. 

Yes, you can take a bow: you've 
earned the artist’s beret as a contributor 
to current aesthetics. You are, more 
often than not, a true artist working 1n 
the medium of display . and you have 
broadened the scope of this medium re- 
markably in the last decade. You have 


introduced new materials. new colors, 


new methods of presentation, and cer- 
some oft work deserves to 


tainly your 


rank as fine art. 
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Look at the Other Side 
overcome with 
compliments, let’s look at the other side 
of the coin. 
And this side isn’t a very bright one 
. for the sad fact is that the average 


Sut before you are 


displayman in the average store is about 
SO per cent creative artist and 20 per 
And, after all, the 
world of display is a business . . . an 
inherent part of the total business of your 
You are, therefore, a retail mer- 
chandising man, and your value to your 


cent businessman. 


store. 


store will, in the last analysis, depend 
on how effectively your displays do their 
traffic and sales building job. 

All of which brings up the sugges- 
tion that if you are deficient on the busi- 
ness side of the ledger, you had _ better 
park that beret and get down to business. 

This means you should double-check 
your efficiency in the following areas of 
business : 


@ How good a manager are you: 


@ How 
fice 7 

@ How 

@ How complete are your records ¢ 

@ How well do you sell display to 
management ? 

@ How with 
Sales Planning, to make sure that dis- 
plays are carrying their part of the over- 
all sales effort ? 


smooth-running is your of- 


well do you plan your work? 


closely do you work 


Way to Better Earnings 

That 1s an imposing group of respon- 
sibilities but they are yours. You 
will become a better display manager, 
and presumably will earn substantially 
more money, if you can combine execu- 
tive business ability with the artistic ac- 
complishments you have already proved. 

Very often the display artist can 
greatly improve his executive ability and 
value simply by changing his viewpoint 
a little. 

For the average displayman lives in a 


DISPLAY WORLD 





specialized world partly of his own mak- 
ing. It is a world of design and com- 
position, of lighting and fixtures, of all 
the other “trade tools” of display. Thus 
it usually doesn’t occur to the display- 
man to think of himself as a part of the 
management team. But he can improve 
his business acumen by starting to look 
at the business side of the job. . . by 
recognizing the business importance of 
display per se. 

The next step is to sit down and an- 
alyze his own managerial strengths and 
weaknesses. 

What makes a good manager? A wise 
and seasoned executive once remarked 
that the fundamental differences between 
an executive and a worker lies primarily 
in the fact that the executive has the 
courage to initiate things; to take re- 
sponsibility for what he initiates. 
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DOUBLE CHECK YOUR EFFICIENCY... 


Resolve to Make Decisions 


A good beginning is to resolve to 
make decisions, to initiate things in the 
basic planning area and to take 
responsibility for those actions. (As a 
foot note, it has been estimated that a 
good executive is right about 80 per cent 
of the time. Don’t be afraid to be wrong. ) 
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The next step is to resolve to run a 
good and efficient department in the 
business sense .. . a prompt-acting unit 
that can be depended on to work with 
other departments and act quickly on 
their requests and needs, and to counsel 
them in better use of display. 

Another function of the display man- 
ager, as a true manager, 1s to sell dis- 
play’s importance to the store at large 
and to the department heads in particu- 
lar. In this function, you are a public 
relations man, and the artist’s role is 
very incidental. 

Managerial effectiveness also calls tor 
playing the part of a good office manager 

in working to increase office eff- 
ciency in your department, whether it 
consists of one or ten people. For while 
it is true that a typical display depart- 
ment 1s essentially a kind of studio plus 
warehouse, as far as the physical aspects 
are concerned, it should also be a smooth- 
ly functioning office operation. This 
calls for files of records and data on 
past display programs, well catalogued 
and easy to get at. It calls for records 
of current displays, window by window, 
and virtually item by item. It calls for 
files of data on all advertising supported 
by display, for instance. The advertising 
department of your store can show 
you exactly what merchandise was ad- 
vertised on June 20, 1956, and in what 
space, and with what illustrations 
and if it is really on the ball, it can 
show you approximate sales results from 
that ad. The display office should be as 
specific in its records. 


Adequate Records Necessary 

this matter of record 
keeping, ask yourself, right now, whether 
you can tell any department in your 
store exactly what items are in each of 
the windows today. If you can't, it is 
time for you to institute a charting pro- 
cedure on all window and all major in- 
terior displays. This should be kept 1n 
sufficient copies to provide one for each 
member of your department and 
ideally, for each department in the store, 
as well. 

This ties-in with another aspect of 
management, which is a well planned 
work program. All too often, displays 
are organized and installed on a hap- 
hazard, day-to-day When it 
seems to be about time to put in a new 
window, the displayman sets to work 
with a burst of energy and installs the 
new display “as soon as he can.” 

However, the efficient display depart- 
ment works weeks, or months, or, in op- 


Apropos of 


basis. 


timum cases, as long as a year ahead in 
planning the overall display program of 
the store. 

This kind of planning calls for close 
lhaison with other departments, of course. 
There are various ways to get started 
on such a liaison program: meetings 
with department heads at the beginning 
of a new display cycle are effective. Or a 
mimeographed questionnaire .. . a kind 
of “order form’ that enables the de- 
partment head to list his merchandise 
display needs as he sees them is a good 
starting point. From such lists, the dis- 
play manager can distill a balanced mer- 
chandise selection and build his program 
well ahead. 

And he can work with other manage- 
ment people to determine in advance the 
relative profitability of the various items 
and lines that the various departments 
want displayed. 

By taking this step toward unitized, 
all-department planning, the display 
manager will automatically get neck- 
deep in the sales program of the store 

. and will become a sales executive as 
well as a display artist. He will find 
himself a part of the triumvirate of sales, 
advertising and display 
maximum 
works as a team. 


which pro- 
duces sales effect when it 

These are all things that you will have 
to initiate yourself, especially if your 
store is accustomed to look at you as a 
displayman, period. It fact, 
come as a shock to some departments 
to find you broadening your role and 
getting into the business area. but you 
will certainly find a receptive attitude in 
top you take the 
“merchandising approach” to your work. 


may, in 


management when 

Nor is this an overnight process. Like 
any other growth process, it will take 
time to establish the display department 
as a functioning merchandising entity 
rather than “that bunch that puts in the 
windows.” 

One word of warning: In the process 
of becoming a merchandising manager, 
don’t hang up your beret for good. For 
you are in the slightly schizophrenic, but 
actually fortunate, position of being an 
And 
if you can play both roles efficiently, you 
will find it more rewarding on_ both 


artist and businessman combined. 


sides of the coin. 

Keep on with the outstanding progress 
you have made in the realm of attractive, 
appealing, high-impact displays . . . but 
make those displays an integral part ot 
the store’s business, for a happier, higher 
salaried future. 





oe Displays With Showmanship 


By Ww. a STENSGAARD, President questions like this . . . Do our ads produce 
, more today?’ Do our displays attract more, 
W. L. Stensgaard and Associates, Inc. stop more... and if not, why not? Is your 
Chicago, Hl. investment in such promotional activities 

really producing? Is it properly allocated ? 

Are your “selling ideas” really selling’ Are 


With the primary purpose of stopping and motivating your salespeople capable and enthused about 


. the way your ads and windows bring people 
more people to buy — and making that purchase an sido deme ataeeh: tie ent teas Salle ue 


easy one — shoe stores should combat the "look alike- salespeople sell 50 or 80 per cent, or whatever 


“ . ° it may be, of their prospects? Again, if not, 
ness now prevalent ... Modern displayers and dramatic as? Do whet sane Gk Gee Eo 


props adaptable for high fashion or every-day shoes second pair or even a third pair ? Are they 
equipped with the selling tools and ideas to 
help in this important final job for which 


! MUST be more effective and efh from their very valuable window and interior Your business 1s established . . . SELLING 
cient in all of our retail selling activi- display space What ideas sell better than others, and are 


ties. and the need for more effective Obviously, there is no easy pattern: but the best ideas continued and improved ? 
vindow and in-store merchandise presentation surely we admit this is an age of scientific The point | wish to make ts that successful 
Is no exception. Our observations reveal that management... and as such it is seeking and selling is a “team job” with common under- 
there is entirely too much “look alike” by study is constantly discovering better ways | standing and continuous enthusiasm by all of 
not really enough good, hard thinking and to do most everything . to be more effective your salespeople for all of the principles, ob- 
planning of how most shoe stores can get more and more competitive. We must ask ourselves —jectives and benefits involved in successful re- 


—Shown on this page are three modern concepts of shoe 

store interiors . . . At left is appropriate for ladies’ shoes, 

while below it is the ideal decor for the male .. . Below is a 

departmental identification for baby shoes with an appropriate 
display fixture— 


—At bottom left, opposite page, is a time-saving way for 
visualizing color scheme and decor planning of your store... 
On boards 24 inches wide by 36 inches high, arrange samples 
of the color scheme for the ceiling and walls, also the color 
of the wood finishes, the fabrics, the carpet and other decor 

. These samples are arranged on the board as they would 
be used from ceiling to floor . . . This way the finished result 





can be visualized in advance— 


ponsibility 


7 | eee 
baby's precious <= 
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tailing. So now let’s talk about bringing more 
people in with display that has “show- 
manship related to selling more.” 

This begins with the development of ideas 
related to the merchandise — its fashion, color, 
specific service, and often its benefits and 
competitive values. Try to boil this down to 
an interesting statement or headline — brief, 
interesting, simple and with dramatic possi- 
bilities in terms of display and showmanship— 
to get “MORE” lookers, readers, stoppers. 
Occasionally clock or count the actual “pass- 
ers, lookers, readers and stoppers” (by men 
and women) to be sure each display is or is 
not doing better and better. That’s how to 
learn and be sure. This is a scientific age, 
no need to guess. Remember, the cost of your 


—Utilized in the sample shoe displays shown on these pages are new materials, most of which were not available even up to five years ago 
shoe stands were used in any of these displays because everything should be done to allow the shoes to remain in their complete style and beauty, since 
every single line of the shoe is important .. . When they are interrupted or cut up with lines and stands and other materials, they fail to be seen in 
terms of their individual style and beauty ... Above right, is a smart showing of high fashion footwear, with modern wire displayers showing shoes from 


every angle; being revolved from the ceiling by small motors . 


mum attention 


location is usually determined by traffic, but 
your final cost depends on what you do to have 
good showmanship and stopping power—week 
after week—not just occasionally. So you 
may need to study both your methods and your 
budget; it’s too expensive to let them go by. 
Also try to create an image for your mer- 
chandise and store that is consistent with your 
objectives. That requires careful thinking and 
advance planning year ‘round. 

Most shoe displays in windows are too busy, 
hard to see, and too often lacking in ideas 
easy to grasp quickly by people “on the go,” 
who must be “stopped’ in larger numbers. We 
also know there are thousands of very fine dis- 
plays. Let me suggest a few ideas and the 
methods by which displays are developed for 


better readership of the merchandise coupled 
with showmanship at what we consider rea- 
sonable cost related to sales results and store 
personality. 

Shoe retailing, like every other phase of our 
marketing economy, will and must be more 
effective and efficient. Habit is difficult and 
slow to change, but be open-minded, and 
seek assistance perhaps at counsel in the 
specialized areas of showmanship in selling 
as you do in other areas of your operating 
and finance procedures. 

There are basics in the composition of dis- 
play, such as headline copy, art, color, mate- 
rials and showmanship, just as there are in 
music, chemistry, architecture, etc., etc. In 

[Please turn to page 60] 
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. . Below right, shoes for the bride are shown on a slowly revolving turntable to get maxi- 
. . . Above left, colorful cutout of engine and cadets attract both kids and grownups even across the street, as shoes are displayed on 


white fence of vacuum formed flexible plastic, as are many of the other props seen in these displays— 


WALL AND DECOR 


PRIMARY COLOR SCHE ACE 
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ACCENT COLOR 
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CARPET 
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—Howard Wing (left), president of 
Wing Success, Dutch display firm which 
has only recently established a branch 
in New York City, is shown draping a 
fashion on Miss Denmark of 1959 at a 
recent display presentation at Copen- 
hagen, Denmark . . . On the right is 
Mr. George Guldmann, director of a 
display firm in Denmark— 





Photographs for this page are 
always welcome, the more in- 
formal the better. Address 
them to Editor, DISPLAY 
WORLD, Cincinnati |. 











—Students of the Traphagen School of 

Fashion, New York City, accompanied 

m_. f : by Walter Vail (standing left front), 

7 ORs: ' mm * oy , ég, instructor of advertising and display 

we i. 4 | arts, are shown as they visited the 1960 

' by "Room of Tomorrow,” the feature at- 

te | — £ traction at the National Hotel Exposi- 

4 , tion held in New York in November... 

; ‘i Pictured with Mr. Vail's students are 

—Irving C. Eldredge, retired R. H. Macy | hosts, Tom Lee, A.I.D., designer of the 

executive and "Dean of Display in * ™ "Room" and one of Traphagen's cele- 

America,’ standing, and Robert C. Mc- | aioe brated graduates, and Mrs. Gordon 

Parker, Parkwood Laminates, Inc., a 

member of the ‘Home's’ Executive 
Committee (both at center back)— 


Corkle, display director for L. Bam- 

berger, Newark, N. J., are relaxing as 

guests of Walter R. F. Vail, instructor of 

display at Traphagen School of Fashion, 
New York City— 


—When Leo Ruben, display 
director for Hagemeyer, 
Minden, Germany, thanked 
DISPLAY WORLD for the 
gold medal won by him in 
the 1958 International Dis- 
play Contest, he included 
this unusual photo of himself 
and other members of his 
display department in cari- 
cature poses with the 
medal— 


—Erhard Wagner, display 
director of Almacenes El 
Aguila, Barcelona, Spain, 
stands amidst several of the 
costumed participants in the 
popular Barcelona parade- 
festival "Merced" . . . They 
not only graced the store's 
float ‘Famous Discoveries," 
but are also members of the 
stores display department 
who designed and built the 
float— 
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displays that sell! 

















Smart! 


New Junior Vizupoles are a break-through to an entire Junior Vizupoles go up in minutes. Sturdy brackets and 
new field of merchandise presentations. Designed and accessories lock into Vizupoles with a twist of a screw- 
priced for more extensive use than standard Vizupoles, driver. Two styles—tension spring type, or semi-perma- 
the Juniors maintain the same flexibility—the same nent that fastens to floor and ceiling. Black or natural 
versatility for smart, up-to-the-minute displays in all aluminum. New brochure No. 455 gives details, plus 
departments — in all types of retail outlets. a host of unusual display ideas. Send coupon today. 


@eeeeeeeeeseeeeeseeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeesee 
L.A. DARLING COMPANY 
300 N. Matteson Street, Bronson, Michigan 
Rush details and Junior Vizupole Brochure 455. 


Name 


MAIN OFFICE - BRONSON, MICHIGAN Address 
NEW YORK CHICAGO LOS ANGELES 
47 W. 34th St. 222 W. Adams 1828 S. Flower St. 
Cameron-Mclindoo, Ltd., 91 Scarsdale Rd., Don Mills, Ontario City 


Company 
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IT’S ALWAYS MARKET WEEK IN NEW 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 
& DISPLAY MATERIALS 


For Windows and Interior Store Display 





American Fashion Museum 
14 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period outfits 
to highlight your anniversary, special events, spring or 
fall promotion. Ask for information. Recommended 
by N. Rk. 0D. G. A 





Arts & Flowers Displays, Inc. 
{Air Conditioned) 


43 West 56th St. Cli 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Displays, Inc. 
133 West 19th St. WA 4-6261 
Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 





Interesting imports from Europe and the Orient 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 
DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 





Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt 





The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 





Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 
ACCESSORIES 


Louis S. Morgen 





Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 


Mileo Mannequins 
7 West 36th St. 
MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 


WI 7-7618 





Display Arts, Inc. 
600 W. 57th St., NYC 19 
MANUFACTURERS OF 
MECHANICAL SANTA CLAUS’ — 
PILGRIMS — CLOWNS 


For Sale or Rental 


CO 5-6023 





Fashion Displays 
11 W. 31 St., NYC I Oxford 5-2267 


Manufacturers of Fine Mannequins 
Display Equipment 





The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
MANNEQUINS 
and Promotional Displays 
991 Sixth Ave. CHickering 4-7165 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





David Hamberger, Inc. 
136 West 31st St. PE 6-0464 


MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 





The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 
FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 


Miya Company, Inc. 
373 Fourth Ave. LExington 2-4866 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 





Leo Prager, Inc. 
155 West 23rd St., NYC II CH 3-4113 
MANUFACTURERS OF MODERN 
DISPLAY FIXTURES 


For Interiors and Windows 


RIP Studio, Inc. 
15 East 22nd St. SR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 








Louis Schneider Corp. 
& East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 





Kenbury Glass Works 
132 West 14th St. Tel.: WA 4-3186-7 
Apothecary Show Globes, Christmas Orna- 
ments, Domes, CRYSTAL PRISMS, Laboratory 
Glass, Jewels, Timbers, Bottles. 
Also—Permanent Showroom at the Display Center 





Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 


DISPLAY FABRICS & ACCESSORIES 


412-20 N. Orleans St. 
1113 S. Los Angeles 


Chicago 
Los Angeles 





Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 


50 West 22nd St. OR 5-1280 





Tero, Inc. 
Factory and Showroom 


153 W. 23rd St. CH 2-7344 
Manufacturers of Finest Quality 


MANNEQUINS 
D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 








SAVE TIME — 
DO YOUR DISPLAY BUYING 
IN NEW YORK CITY 





Visits New York 
On Buying Trip 

Mrs. Gertrude Lockhart Dudley, display 
director ot A. H Lockhart & Co. St. 
Thomas, Virgin Islands, visited New York 
City during November on a buying trip. A 
long-time subscriber to DISPLAY WORLD, 
Mrs. Dudley visited numerous. display 
houses in selecting displays for Lockhart’s, 
the largest department store in the Virgin 
Islands. 
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Eisen Joins Schack's 
Sales Staff 

Arthur Eisen, identified with the display 
industry for many years and well known to 
the country’s display buyers, has joined the 
sales staff of Schack’s, Inc., Chicago. He will 
cover the states of Minnesota, Wisconsin, 
Illinois, lowa, Missouri and Nebraska, and 
will be shortly on his way with the current 
Spring line of Schack’s display decoratives. 








SOURCE SERVICE 


If in any of the illustrations in DIS. 
PLAY WORLD you see some property, 
fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 


1, and it will have prompt attention. 
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With the turn of the year, 


retailers enter a period of 


interesting merchandising events 


that can be promoted 
successfully. A few ... Spring 
Easter, white goods and’ re: 
sort wear. It will: pay to put 
a little extra display planning 
into these promotions and where 
can you get more able assistance: 
| Hina in New York, where the 
fabulous display industries 


have everything to offer. 
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Man in the Barrel 


By H. G. ALLGAIER 


Advertising and Display Manager 
Harry Yesness, Casper, Wyo. 


ORTY YEARS ago a young man came 
F.. Casper, Wyo., with a promise of a job 
as an entertainer. He sent his wardrobs 
ut to be cleaned and pressed and on its 
a bill tor $2 pel 
“robbery 


was presented with 
lhe price to 


return 
garment him was 
but it gave him an idea which materialized 
as a beautiful new men’s store opened this 
MST Veal 

He bought the dry cleaning plant for $300 
and opened a tailor shop, dry cleaning plant 
along with made-to-measure suits But he 
found that his 


ness N of 


establishment. he 


field was the clothing bus: 
windows in. his 


Iront 


having display 


used shack 


a glass 

mounted on wheels. He believed in display 
strongly then as he does now 

The Harry Yesness trademark, ‘““The Man 

[he Barrel,” dates back to the early day- 

This 

originated during 


in business advertising trademark 
a Casper Elks tun-making 


Mr. Ye . 


of the newly decorated members ot 


parade through downtown Casper. 


ness, Olle 


—''Look for the Man in the Barrel! 
price. 


The "Man in the Barrel’ has 
come a long way from the four- 
wheeled display window that 
coaxed customers “out of the 
high rent district’ to buy his 
men's clothing . . . His newest 
store incorporates the most 
modern merchandising methods 


the organization, had to walk down the street 
He took the idea 
ot the barrel and made it a slogan, which has 
hecome tamous down through the years. 
This beautiful new location 1s a wonderful 
tribute to this city. Designed by Noel Poole 
of Salt Lake City, it incorporates the latest 


clad in a wooden barrel. 


in the modern adaptation of merchandising. 
Kasily accessible to the customers are the 
many display cases and counters. The light- 
ing in the accoustical ceiling is designed to 
help accent the merchandise in the store. 
The fixtures of mahogany and brass give a 
rich masculine effect when you walk in the 
store. Carpet in beige blends in nicely with 
the redwood paneling of the balcony. 

Window backgrounds are done in 
mahogany. Track lighting and 
easily entrances make 
displayman's every wish. 

Facing of the building is a marbleized 
precast stone. Its dark and light shades of 
brown blend in well with the mahogany and 
redwood interior. 

A prep and students department in the 
basement will be opened in the near future. 
This is a long awaited wish of Mr. Yesness. 

Forty years has changed the appearance of 
the buildings, cuts of clothes, etc., but has 
demand for fine display. 


rich 
spacious, 


accessible them a 


not changed his 


—Now, Harry Yesness has a new store in the heart of Casper's business 


district 
facilities .. 


It incorporates the latest in fixtures, lighting and display 
. Still the "Man in the Barrel" sits on the sidewalk to remind 


customers of the store's traditions for quality merchandise at low prices— 


Harry's pants are always down in 
exclaims the sign on the front of the display wagon Harry 


Yesness used to haul about town to attract city dwellers to his window- 
less tailor shop ... But that was a long time before— 
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Display Center 
Has Open House 


ISPLAYMEN visiting Spring Market 

Week at New York City, in many 

cases, had their first opportunity to 
visit the new Display Center organized this 
past year and really functioning smoothly 
in the past three to six months. 

Firms exhibiting at the Center, located at 
400 Eighth avenue, only a few short blocks 
from the New York Trade Show building, 
went all-out to make visitors welcome and 
to make their visit worthwhile. They were 
greeted in the attractive lobby by a pleas- 
ant hostess and attractive decorations car- 
rying out the French theme of Market Week. 

After a brief introduction to the facilites 
and registration for a drawing, they were 
taken by elevator to the two floors at present 
containing both manned and unmanned ex- 
hibits of 52 firms. 

Many of the exhibits were of the perma- 
nent type, not particularly emphasizing 
spring lines, but were well constructed, at- 
tractive and self-explanatory. Center per- 
sonnel were on hand to answer questions 
concerning the unmanned booths and to take 
orders when necessary. 

Among the firms that were expressly inter- 
esting from the standpoint of new products 
and materials were Austen Display with an 
unusual selection of plaster copies of famous 
sculptures and Kenbury Glass Works with 
attractive globe fixtures and ornamental 
display objects. Wing Success, a recent ad- 
dition to the Center, was busy demonstrating 
its line of foreign forms and fixtures stress- 
ing versatility and ease of rigging. 

Several exhibitors, also members of the 
National Association of Display Industries, 
conducting its Market Week at the New 
York Trade Show building, reserved space 
at both locations. Those solely represented 
at the Center were as follows: 

Advertising Workshop, Inc., Aphrodite 
Displays, Inc. Harry Berkoff, Butler Paper 
N. Y. Corp., Gertrude Cornell Costumes, 


Decorative Displays, Display Workshop, 


Inc., Display Supply Co., Inc., Flair Plastic 
Mannequins Co., Grace Letter Co., Inc., E. L. 
Henry, Ine., Jay-Mark Corp., Kenbury 
Glass Works, Inc., Lustra-Cite Industries, 
Inc., Madisonia Manikins, Inc., Metal Dis- 
play Novelties, 

National Razor Corp., New World Mfg. 
Corp., Noel Mtg. Co., Inc., Nita Opitz, Pan- 
American Art School, Penn Machinery Co., 


Louis Raffealli, Regal Flower & Display Co., 


Reynolds Printasign Co., Roberts Colonial 
House, Inc., Salescaster Displays Corp., 
Sales Promotion Institute, Select Flower & 
Display Co., Sidney Newhoff Associates, 
Vue-More Corp., Frederic Weinberg Com- 
pany, and Yankee Plastics, Inc. 

The Display Center should certainly be 
visited by every displayman whenever in 
New York City. Its value as a permanent 
central exhibit site will increase propor 
tionately in the future as the remainder ot 
space is reserved. The staff is to be com- 
mended for doing so much in so brief a time 
under the management of Maxwell Sturtz. 
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Leading Stores 
Everywhere 


Use 
Bulktou 
SEAMLESS 


for 


TRAFFIC 





IDEAS 


@ Morning Glory 
e Trellis Green 
e Sanmist 

© Fawntone 
e Wild Rose 
© Parakeet 





ee ae - @ Ribbon Widths 2-4-6-8 in. 
© Wt igre Sie: - @ Sheets 26 in. x 40 in. 
a See oe ton owe 


Dont Be Switched . _. INSIST ON A PROVEN PRODUCT 


SUPPLIED BY A RELIABLE SOURCE 


Write for Free Color Card... Jobber Inquiries Invited 


BULKLEY DUNTON & (CO., INC. 


Bulkton Display Division 
CORRY 2-825/7 CORRY, PENNSYLVANIA 
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NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 


INDUSTRIES 
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WHAT GOOD DISPLAYS DO: 
1—They show your merchandise to the 

public at the place where it counts 

at the point of sale 

tell 


and im what styles, 


c—They what 
sell 


rials, colors and prices 


people precisely you 


sizes, mate 
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ING 


, 
, 


They help define your business 
its personality, character and quality 
standards. 
4— They 
appeal to 


and 
the 


drama, excitement 
your wares, inside 
as well as in the windows. 

>—They 


muipression on 


give 
sales 
store 
steadily growing 
and prospects; 
help develop a Corporate Image. 
make shopping and 
and more specific in today’s 
era of marketing 


DISPLAY HELPS 


produce a 
customers 
6—They buying 
CAaSIel ‘self 
service 


HOW 


EK TTER 


Display is one of the “Big Three” of 
When it is planned and 


carried out as an integral part of the basic 


modern selling. 


sales strategy, a sound display program 
and 
iobs better, in 

1— Display 
dising event, and expand and exploit it, 


whether 


helps advertising merchandising do 


them these ways: 


helps announce a merchan 
sing le 


for a department or a 


store-wide pron tion 


-—Display ties in with and “repeats” 
adver- 
Display 


f< iT 


advertising whether a single 


tisement or a year’s campaign 


provides on-the-spot “pictures,” dou 
bled advertising impact 

3—Display reaches more people more 
of the time tor any sales or public rela 
tions 


event. Display never sleeps, and 1s 


never “yesterday's paper.” It shows peo- 
ple your sales ideas in three dimensions, 
color and life-size. 

4— Display reaches everyone not 
just newspaper readers, not just TV view- 
but with every selling 
job you give it to perform 
real. lt merchan- 
itself. It 


cs Be everyone 
5—And display is 
the merchandise 
“Come in here... buy it now!” 
Some Steps }ou Should Take Today! 

1—-Put your store's display activity on 
a big-scale basis. 

2—Call in your display director now, 
and carefully review the display budget 
for the coming year. 

3—Make certain you are allocating 
enough funds for a Display Program that 
can strengthen your advertising and mer- 
chandising not a 
trim.” 


dises Says: 


mere “window 

4—Compare your store’s display activity 
and expenditures with those of your com- 
petitors not just im the immediate 


ADVERTIS- 
AND MERCHANDISING TO WORK 


neighborhood, but in the entire shop- 
ping area. 

5—Have your display director write 

. or write yourself ... to The National 
Association of Display Industries for their 
compact, constantly useful Buyer’s Guide. 
It's your best source book of fine display 
supplies and professional display counsel 

6—And from now on, that 


display becomes a vital sales tool in your 


see to it 


store. 
NADI 

NEW MEMBERS: Since our last meeting 
in June, we have added the following firms to 
our roster: Lombardo & Co., Brooklyn; Vel- 
cro Sales Corporation, New York City: 
Visual Sales Company, Fairlawn, N. J.; Wolf 
& Vine, Inc., Los Angeles, Calif. 

We welcome these firms to our organization 
Present total membership now stands at 145 

- NADI 

NOMINATING COMMITTEE: At our 
Soard of Director’s meeting held December 
3, David Sloan of D & M Sloan, Inc., Brook- 
lvn, was designated chairman of the Nomi- 
nating Committee. This committee will work 
towards getting a slate of nominees for the 
election of directors otheers in June 
The balance of the committee will be named 
after Market Week. 

SPRING SHOW: This newsletter is being 

enter Market Week, 
that we unable to 
now. A will 
newsletter. 
In the meantime, we 
from the members of 
Association of Display 
in the display field. 


and 


December 
this 
the 


filed as we 
6, so are 


full 


report on 
event appear in 


next 


st ry 


extend Season's Greet 
the Nationa! 
Industries to everyone 
May health, happiness 
you throughout 1960 


ings 


and prosperity be with 


Lamont A. Ware Joins 
David Hamberger 

Lamont A. Ware now represents the David 
Hamberger, Inc. firm of New York City, 
calling on accounts in Texas, Arkansas. 
Oklahoma, Alabama, Mississippi, and Flor 
ida. Mr. Ware (Monty) is well equipped to 
handle the job, being a former display di- 
rector of a large eastern department store 
and has also had 14 vears of display selling 
experience. 

He is married and the father of two 
children, his daughter having recently made 
him a proud grandfather. Residing in North 
Miami Beach, Fla., he is in an excellent 
location to properly his assigned 
territory. 


service 
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ENTER NOW! 


1960 


International 


DISPLAY CONTES 


DISPLAY WORLD's big contest for 1960 gets underway January |. Decide now 
to take part. There are 65 merchandise and service classifications, and every dis- 
playman is eligible for the plaques and medal awards. This Twelfth International 
Display Contest — with 210 awards — will continue to prove an incentive to still 
better display throughout the world and to reward outstanding displaymen with 
tangible evidence of their ability. It is our belief that this recognition of meritorious 
work will benefit the entire profession, and we view it as one of our obligations to the 
field we serve. All displaymen are invited to participate. There are no restrictions. 


Top awards will be beautiful gold, silver and bronze plaques, and there will be gold, 
silver and bronze medals presented in each of 65 classifications covering every type 
of merchandise. In addition, a gold medal will be awarded each month for the best 
display entered in the contest during that month. Thus there will be a total of 
210 awards. 


Every displayman, no matter where, is invited to participate in this contest. There 
are no strings attached, no entry blanks, no slogan-writing; nothing is required but 
good displays. Read the rules carefully and get your entries started today . . . and 
keep them coming. The more entries submitted, the better your chances for 
international recognition. 











3. 


. Any displayman in the world may enter this con- 


test; it is not necessary to be a subscriber to 
DISPLAY WORLD. 


. All entries must be of displays installed during 


the year 1960. 

Entry is by means of one or more unmounted 
black-and-white glossy photographs, preferably 8 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 


- Each photograph must be clearly marked on the 


back with the name of the entrant, store, city, and 
contest classification. Example: ‘John Jones, Dex- 
ter & Sons, Kansas City, Mo. Classification No. 46." 


. All entries become the property of DISPLAY 


WORLD. 


. All entries must be sent to Contest Editor, DISPLAY 


WORLD, Cincinnati 1. 


. Entries may be submitted at any time. All entries 


received during a given month will be judged for 
the monthly gold medal award for the “Display of 
the Month.” The contest ends December 31, 1960. 


. The entry judged best in its classification will re- 


ceive 3 points and a gold medal; second best, 2 
points and a s lver medal; third best, | point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points a bronze plaque. 


. Each photograph entered will be eligible for only 


one classification. 


. Judging for the annual awards will be done by an 


outstanding board of well-known display authori- 
ties. Their decisions will be final. 


. Judging for the monthly “Display of the Month” 


gold medal award will be done by the editorial 
staff of DISPLAY WORLD. Their decision will be 
final. 


. In case of a tie, duplicate awards will be made. 








JANUARY, 


Mail Your Entries 


to Contest Editor 


DISPLAY WORLD 


Cincinnati 1, Ohio 


1960 





CLASSIFICATIONS 


PONOM AWN 


Women's Dresses 
Women's Sportswear 


. Women's Coats, Suits 


Furs 


. Bridal Displays 
. Millinery 


Lingerie 

Foundation Garments 
Women's Shoes 
Women's Hosiery 

Bags, Gloves, Accessories 


. Cosmetics, Perfumes 
. Women's Bathing Suits, 


Beach Wear 


. Children's and Infants’ 


Wear 


. Teenage Apparel 


Men's Clothing 

Men's Shirts, Neckwear 
Men's Hats 

Men's Shoes 

Men's Underwear 

Men's Bathing Suits 
Men's Sweaters, Sports- 
wear 

Men's Gloves, Toiletries, 
Accessories 

Men's Robes, Pajamas 
Yard Goods 

Notions 

Linens, Bedding 
Furniture 

House Furnishings 
Paints, Wallpaper 


. Jewelry, Watches 
. China, Glassware, 


Silverware 


. Toys 


Luggage 

Sporting Goods 
Musical Instruments 
Radio, Television, 
Phonographs, Records 
Office Equipment, 
Supplies 

Books, Greeting Cards, 
Stationery 

Drugs 

Tobacco, Smoking 
Accessories 

Groceries 

Candy, Nuts 

Liquor, Bottled Goods 
Hardware 

Auto Accessories, 
Equipment 

Auto Showrooms 
Major Appliances 
Minor Appliances 
Florist Displays 
Photographic Equipment 
Optical Goods 


. Travel Displays 


Exhibit Booths 

Floats 

Style Show Settings 

Institutional Displays 
Storewide Promotions 


. Civie Displays 


Holiday Displays 
Special Event Displays 


. Christmas Displays 
. Christmas Interiors 


National Advertiser's 
Window Display 
National Advertiser's 
Display Unit 











—For the 140th anniversary of the Society for Savings bank, Hartford, Conn.., 
Miss Katherine B. Fleming, operator of a display studio at Quaker Hill, Conn.., ; 
- ¥ a P li @ —This clever and humorous lingerie series created favorable 
created o series of four displays showing typical Hartford scenes of 1819, 
' comment for Rodders Mademoiselle, Fresno, Calif., where Scott 
1834, 1860 and 1890, using authentic costumes of those periods . .. The ee ‘ 
aa Young is display director . . . Using huge cut-outs of a sultan for 
picture shown is of the 1819 display and depicts the family in front of the ' ; 
er his backgrounds, Mr. Young simulated the mysteries associated 
Society's first home .. . A cake-cutting ceremony—more than 2,000 pieces— ; : ; ; : 
; ’ : with those in a harem .. . Veiled face mannequins and their 
was coordinated with the displays and cake was served by eight models in . er 
%- 4) ohio dainty feminine attire and strewn merchandise completed the 
original period costumes . . . Miss Teresa Burlick is in charge of display d 
desired feeling— 
for the Society— 


DISPLAY 


Here... and There 


—''Neck Deep in Bills?" What better way to dramatize this 
situation than to have heads emerging from a huge pile of 
scattered bills . . . That's the way Samuel C. Forsythe handled 
it for Franklin Savings Bank, New York City . . . This display 
appeared in the bank's narrow vestibule window visible from 


two sides— 


—Graphite gray was the promotional color used for this elegant 
display of coats by William F. LaVergne, Bon Marche, Spokane, 
Wash. .. . A rather large panel, which had been burned to 
bring out the grain, was used to back a painted wagon wheel, 
fall leaves and grape vine, the latter being in direct contrast to 
the fashions shown . . . Draperies at the rear of the window are 
pulled at night; ordinarily the windows are open at the rear, 


providing clear view of the selling floor— 





Your new Spring & Summer Corobuff 
catalog is bursting with designs that will put a 
zing to your Spring, and warmth 
D-130 Golden Elegance — Symetrical Golden lines 
on a white background make up this simple yet dis- 


tinctive and extremely gracefull design. This will en- 
hance all your products. 


to your Summer sales. 


Remember, always look to Corobuff 
for the very best in single face corru- 
gated eye-catching designs. Be sure 
and order your new Spring and 
Summer catalog now from the 
Corobuff Corporation, 50 Washing- 
ton Street, Brooklyn 1, New York. 
. (Telephone No. — Triangle 5-7021.) 
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D-125 Classic Drapes — Another Corobuff 
first and a honey, too! Rich yellow and ochre 
draperies lend their silken richness to point up 
your windows and backgrounds. 
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D-135 Confetti— A NEW Corobuff over-all pattern of Azure Blue 
and Canary splashes of color on a white background. This provides 
a fresh, clean background for many types of displays. It can be cut 
to any width and length and scored in any manner without detract- 
ing from the over-all pleasant effect. 





Cincinnati Displaymen 


Hold Luncheon Meeting 

Twelve Cincinnati display directors were 
present at a luncheon Monday, December 
14, at the Netherland-Hilton hotel at the in- 
vitation of DISPLAY WORLD. Also at- 
tending were Nathan Silverblatt and Paul 
Knapp, both of DISPLAY WORLD. 

Purpose of the luncheon was to review the 
Market Week of the preceding week for the 
benefit of those who were unable to attend. 

The group agreed to meet for lunch in- 
formally on the Tuesday of each 
month, with the luncheon set for 
January 11. 

Any display director in the Greater Cin- 
cinnati area desiring to attend these lunch- 
should contact DISPLAY WORLD, 
which is handling reservations. 
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Ilse Frankel Returns 
From European Trip 

Miss Ilse Frankel, prominent freelance 
display lady of Miami Beach, Fla., has just 
returned from a three-months trip to the 
Middle East and Europe. In the course of 
her travels she had the opportunity to visit 
with many display directors of the Kauthof 
stores in Germany. She reports many new 
ideas, including an unusual shoe for manne- 
quins that can be brushed with water color 
to match the merchandise, yet washed 
clean in seconds. She plans to sell these 
only to manufacturers and jobbers. 
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® PLEASE MENTION DISPLAY WORLD ® 
WHEN WRITING ADVERTISERS 
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Ludwig Mussliner Dies 
Suddenly 


Ludwig Mussliner, president of Leo 
Prager, Inc., New York City, pioneers in the 
design and manufacture of plastic display 
fixtures, died suddenly of a heart attack on 
Monday, December 14, at the age of 62. He 
came to this country from Germany some 25 
years ago where he was connected with the 
Prager Company, toy manufacturers. He 
was a member of the National Association of 
Display Industries and served on its budget 
committee for several years. He was in 
charge of the company’s exhibit during 
NADI Spring Market Week, just concluded, 
and seemed to be in apparent good health. 
He is survived by his wife, Jenny. 


Bucket Planters 
Made by Relman 


Hunting for sturdy pine bucket planters 
for young spring displays? Try Walter 
Friedman ar Relman, Inc., 387 Eighth street, 
Jersey City, N. J. Write for information. 


Rosso to Manage 
Imperial Wigs 

A. M. Rosso has been appointed manager 
ot Imperial Wigs, Inc., 5362 Whittier boule- 
vard, Los Angeles, and will be responsible 
for the promotion of the firm’s wigs across 
the U.S. and Canada, announces ©. J. No 
ble, Imperial president. Mr. Rosso has had 
15 years experience in mannequins in both 
countries. For photos and prices write to 
the firm. 


Growth Continues 
For Hansen Tackers 


More and more fastening uses in display 
are found for one-hand automatic 
tackers, reports A. L. Hansen Mfg. Co., Chi- 
cago. From the introduction of its first 
model back in 1933, that firm has seen the 
tacker market grow until today it manufac- 
tures 36 different models for every type of 
application. 

Displaymen find the Hansen Tacker an 
indispensable tool because of its easy one- 
hand operation and the fact that only one 
hand is needed to drive a staple as long as 

inch. This is a great advantage to the 
worker as it leaves the other hand free. 
It is said that with the use of the Hansen 
Tacker the time involved in any type of dis- 
play erection is reduced by as much as 50 
per cent. 

The Hansen company makes its own sta- 
ples, total of 80 different staple 
lengths, widths and types is available to 
all requirements. The entire line is 
manufactured at one location, assuring uni- 
form quality of products engineered to work 
together. A. L. Hansen Mfg. Co. is located 
at 5037 Ravenswood avenue, Chicago 4. 
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Rice Leaves Ace 


To Form Own Firm 

Paul Rice of Ace Fixture Industries, Inc., 
Memphis, Tenn., is leaving that firm to form 
his own corporation to be called Paul Rice, 
Inc.. and will located at Milford 
road, Memphis. He plans to represent top 
hixture and display lines. 
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Selling More Phones .. . 


Merchandising Mountain 
Meets the Customers 


When Michigan Bell found office traffic diminishing, display 
took advantage of shopping center traffic with traveling 
exhibits . . . Result: Phone Fashion Fair provides tremendous 
sales boost . . . Return engagements planned in coming year 


ICHIGAN Bell Telephone Co. this 
M past summer launched into the out- 

door exhibit field with a reverse ver- 
sion of the familiar saying: “If the mountain 
will not come to Mohammed, Mohammed 
will go to the mountain.” 

The company took its’ merchandising 
mountain to the people in the form of mod- 
ernized pyramid tents which housed special 
telephone displays for use in shopping cen- 
ters. 

In June and July nearly a half-million peo- 
ple saw the exhibit in three Detroit-area 
shopping centers offering the most complete 
range of telephone facilities ever assembled 
in Michigan. And the mountain has hit pay 
dirt — annual revenue jumped more than 
$80,000 through on-location sales of new 
phones and other equipment. 

This grass-roots stand of Michigan Bell 
tackles a problem tacing many telephone 
companies in recent years. Fewer and fewer 
customers come into Bell business offices to 
pay bills, so indoor displays fall short of 
former readership. The natural result: less 
readership — fewer sales. 

“That's why we decided since people 
weren't coming to us, we'd have to go to 


—Top, future businessmen of America also 
stopped by to try such instruments as the Call 
Director and the Speakerphone, mounted in one 
of the many open-air displays. Also shown 
above are an experimental push-button phone 
and "Amanda," the automatic answering ma- 
chine which takes messages while the business- 
man is away from the office— 


—Center, autos provided by their manufacturers 
flanked the wig-wam tents and displayed use of 
mobile phones and special drive-up telephone 
booths, permitting the driver to use the phone 
without leaving his car... . Shoppers, attracted 
to Michigan Bell's island exhibits in the tents, 
bought residential telephone services expected to 
total some $63,000 in annual revenue from the 
first three shopping centers alone— 


—Bottom, a wide range of business equipment 

in addition to the residential variety was on 

display in a special tent . . . The on-location 

exhibits helped sell telephone business services 

expected to bring in annual revenue of some 

$17,000 from the first three shopping centers 
alone— 
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them with exhibits,” said Lloyd J. Haynes, 
general advertising manager. 

So the Michigan Bell advertising section 
billed the show as the “59 Phone Fashion 
Fair,” pitched its tents and other eye- 
catchers first at the J. L. Hudson Company 
northeast of Detroit, staffed it with trained 
telephone people in special attire and did 
more than $29,000 worth of business in a 10- 
day period. 

Moving over to the Northland Center (also 
with Hudson’s as the prime merchant), Mich- 
igan Bell did better financially in the same 
length of time — some $34,300. By the mid- 
dle of July the phone company wound up 
another engagement with the Sears Roebuck 
& Co.’s Lincoln Park Center, ringing the 
bell with more than $16,400 in annual rev- 
enue. 

Since merchants themselves do sufficient 
advertising to bring shoppers to the centers, 
most of Michigan Bell’s efforts went toward 
“‘on-center” promotion. Included were high- 


way bulletin boards, parking-lot direction 

signs, displays in strategic locations, and | 
tent cards in center restaurants. At North- | 
land, two stores asked for special window | 


displays with a telephone theme. 


In addition, the telephone company placed | 


an ad in its bill insert pamphlet which went 


to phone customers within the trading areas | 
of the shopping centers—some 750,000 homes. | 


Only a small amount of new equipment 


was purchased for the exhibit which was | 


integrated with other material at hand. Ba- 
sic units of the outdoor displays were two 
free-standing four-sided aluminum-and-can- 
vas tents housing eight island display units. 
Some featured use of color phones in such 
settings as kitchens, bedroom, and _ teen- 
agers’ rooms. Others showed conveniences 
for special needs, such as volume control for 
those with affected hearing, a privacy switch 
for preventing conversations from _ being 
heard on other extensions, a speakerphone, 
and an illuminated dial for night-time calls. 

Another area showed activated business 
equipment such as the Automatic Answering 
Machine, Electronic Secretary, the new Call 
Director, new switchboards, teletypes, and 


push-button phones. Business equipment was | 
displayed with appropriate furniture pro- | 


vided by office outfitters in the centers. 


Outdoor communication equipment also | 


caught the eyes and ears of passersby. Auto 
manufacturers loaned cars to show use of 
mobile telephones and drive-up phone booths 
permitting drivers to call from their autos. 

In each shopping center area a show man- 
ager was appointed from Michigan Bell’s 
commercial department, who then worked 
out operational details with the exhibit staff 
and obtained cooperation from other com- 
pany departments. Local sales people were 
assigned, trained and supervised by the show 
manager. 

At least two more shows of the “59 Phone 
Fashion Fair” were scheduled before the 
summer season was over, and Michigan Bell 
has an invitation for return engagements 
during 1960 as well as requests from several 
other locations. 

Telephones and phone merchandising have 
come a long way since Mr. Bell said “Mr. 
Watson, come here, I want you.” Today 
phone exhibits beckon to the potential cus- 
tomer, suggesting, on behalf of the telephone, 
“Come here, YOU want ME.” 
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Display Directors Love 


BUTLER 


Display Products 


Butler Stands for Service! 


C. H. BARTON, Display Director, LOVEMANS, CHATTANOOGA, says: 


“Our display staff prefers Butler Sun-Fast Seamless 
papers because of its felt-like texture and the new 
muted Fall and Winter shades which are so important 
to us in planning our fashion windows and interior 
displays. We have learned to rely on Butler for all the 
fashion-first colors so that our fashion displays are in 
tune with our merchandise. Whether we need all of 
their 47 colors, or just one color, we can depend 
on our Butler distributor to have it in our display 
shops on time. And that includes many of the color- 
coordinated display novelties in the Butler line." 


Superior Fashion Colors - Superior Service - Superior Rigidity - Superior Uniformity - Super Sunfastness 


LOngacre 
4-8178 


WRITE OR WIRE COLLECT FOR FREE SUNFAST SEAMLESS 
SWATCHBOOK AND CATALOG OF DISPLAY SPECIALTIES . . . 
and name of your nearest Butler Distributor. 


BUTLER PAPER NEW YORK CORP. 
Room 703, The DISPLAY CENTER, New York 
400 Eighth Avenue, New York 1, New York 











Get... into 


DEPENDABLE 


Motion 


McMahan 
ROTATING UNITS 
Don‘t Break Down 


@ BRUSH & SLIP 
RING CONTACT 

@ HEAVY THRUST 
BALL BEARINGS 

@ HEAVY DUTY 
CONSTRUCTION 


Because 


STRONG, SILENT 

Now you can employ the multiple 
attention values of motion in your 
displays without fear of fouling, 
howling or malfunction. This new 
McMahan Motion Unit is a smooth 
working precision machine with de- 
pendability and permanence built 
in. You'll find the same depend- 
ability in McMahan turntables. If 
“revolver” service has made you 
nervous—move to McMahan motion 
and relax. 


WRITE 


LRAT : 


693 RAYMOND AVENUE ST PAUL 4. MINNESOTA 
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—Kenichi Ishima, display manager for Liberty House in Honolulu, examines the “blue ribbon” 
samples of sign cards that won an international award for Eleanor S. Nagamoto, center and 
Rebecca N. Faufata— 


100 Signs Per Day... 


Handicap No Barrier 
To Top Performance 


Two physically handicapped 

ladies win international award 

for outstanding sign machine 
performance 


() AT LEAST one display department 

in the United States, the granting of 

statehood to Hawaii means more work, 
but these employees are eagerly looking for- 
ward to changing the “T. H. tax” to “State 
tax” on display cards at the Liberty House in 
Honolulu. 

Happy Hawaiian sign-makers for the city’s 
leading department store, Miss Rebecca N. 
Faufata and Miss Eleanor S. Nagamoto, don’t 
think it will be too difficult, for they just won 
an international from the 
Printasign Company for outstanding perform- 


award Reynolds 
ance, 

In a time when most people are talking of 
tensions, it is refreshing to know there are 
display employees who can turn out 100 card 
signs per day and remain serene — and inter- 
in their work. 

It is more surprising, perhaps, as both girls 


ested 


have physical handicaps. 

Miss Faufata, who was graduated from Far- 
rington high school in Honolulu in 1951, joined 
the Liberty House as a wrapper the same year. 
She was one of five employees tested for the 
Printasign operator’s job in 1954, and it was 
Mis Faufata, who helped select Miss Naga- 
when the installed a second 


moto company 


machine in 1957. 


Miss Nagamoto, who had attended sewing 
school instead of high school, was working in 
the alteration department part time. During 
a particularly busy sale, Miss Faufata saw 
Miss Nagamoto running up the stairs, carry- 
ing some dresses. 

“| thought any employee that interested in 
her job would make a good operator,’ Miss 
Faufata said. 

And so it has been proved. Both girls are 
intensely interested in turning out neat, at- 
tractively spaced cards. 

They make up the display card signs for all 
departments in the company’s downtown store 
and two branches in Waialae and Kailua, as 
well as occasional jobs for the Waikiki store. 

Average production per girl is 65 per day, 
with the higher output during special promo- 
tions. Right now, they are changing the color 
scheme of all cards from white with black 
ink to beige with brown. The cosmetics and 
infants departments use pink cards with brown 
ink. Sizes range from 5% by 7 to 22 by 28. 

They don’t hesitate to tackle something dif- 
ferent and difficult. Last year, they printed 
on linen during a Moygashel linen promotion. 

They are both curious about new fashion 
terms used by the various departments, and 
spend some time checking to be sure an un- 
familiar word is a »onafide fashion expres- 
sion. 

Islanders frequently confuse singulars and 
plurals, and past and present tenses, so the 
girls must sometimes check grammar con- 
struction, and are as adept as pharmacists in 
translating handwriting on requisition slips. 
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Your center for display industry in- EXECUTIVE OFFICES 
formation ... headquarters for locating HOTEL NEW YORKER 


supply sources ... sponsors of June and SUITE 419 


December Market Weeks yearly. NEW YORK 1, N. Y. 





protect its tality ates continual exposure. 
Potters Silver Glass Tinsel —the truly eco- 
nomical tinsel for all your app For- 
a brilliance and sparkle that lasts. indef- 
initely, use Potters Tarnish-Proof Silver _ 
Glass Tinsel. In sizes from 10 to 50. : 


Available from your jobber or write for samples mples : 
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Designed to SELL 


By JIM 


RECENTLY mentioned that it pays to 

read DISPLAY WORLD from cover to 

cover and a good instance is the advertise- 
ment by an airline company and telling of 
its offer of FREE posters. 

Last week while in New York, I bucked 
the trafhe over the 59th street bridge and 
called at the Pan American World Airways 
System where I had a nice chat with their 
genial sales promotion manager, Mr. H. J. 
Laird. 

He took me out into the mailing room 
where a special crew was busy packing the 
posters into card tubes ready to mail to stores 
all over the country; the posters were beautt- 
fully designed and printed in full color and 
they certainly will make excellent decorations 
for your “Going Places” and “Vacation Wear” 
windows; it will pay you to secure them. 

(A) When I operated a display shop where 
we manufactured custom-designed interior 
and window displays, I installed a large scrap 
box in one corner where the boys were 
trained to stock all manner of odd lengths of 
pine board, plywood, etc. It was surprising 
how many small attractive units we were 
able to make from time to time out of these 
accumulated pieces. 

This useful step-up shelf unit is a good 
example; use lengths of pine board for the 
shelves and support them on suitable lengths 
of wood dowels. A set of the natural finish 
wood legs that you can purchase in any 
building materials store can be used for the 
base, as shown. 

(B) This modern design eye-catching unit 
can also be constructed at a very reasonable 
cost; cut the section with the windows out of 
wallboard and then nail onto the 
1 by 2-inch wood frame. It could be fea- 
tured in a window showing ladies’ wear, and 
the colors can be designed to fit the par- 
ticular season of the year. For an attractive 
winter scene, cover the back of the window 
with royal blue paper and paint on falling 
snow. The building can then be finished in 
two shades of gray with the floor of the win- 
dow covered with artificial snow. 


a sheet of 


(C) Many stores suffer from “columnitis” 
and, the problem is how to convert the dead 
space around columns into attractive and func- 
tional display areas. In this case, the column 
was boxed-in with pine boards, and then an 
overhead canopy was attached and covered 
with real wood shingles. 

The completed unit can then be stained a 
suitable color and when men’s wear merchan- 
dise is feature displayed around it a good 
masculine effect will be obtained that will 
dress up the entire department. 

A few flood lights can be installed into the 
canopy so the light will reflect down onto all 
the merchandise displayed on the base and 
pine board-faced column. 

An excellent frosted finish can easily be 
obtained by giving the unit a coat of flat white 
oil paint and then, while still wet, wiping 
most of it off with clean rags. This will 
leave a little of the white in the grain of 
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the pine which can be sealed in when dry 
with a thin coat of clear shellac. 

(D) Another cure for a similar case of 
“columnitis”: The column area is transformed 
into a ladies’ hat bar and the entire installa- 
tion can be constructed out of plywood. 

Note how each side features a large mirror 
to attract the attention of all the ladies pass- 
ing by. They can try on any of the spring 
hats that are open displayed in the shelf base 
and on the counter top. 

It is usually possible to locate this type of 
display on a main aisle leading into, or at the 
entrance to, the ladies millinery section. 





European Display Firm 
Opens U. S. Headquarters 

Wing Success, N. V., prominent European 
manufacturer of display fixtures with head- 
quarters in Rotterdam, has recently com- 
pleted arrangements to manufacture their 
line of display props and lighting fixtures 
in the United States. 

Howard Wing, company president, in an 
interview with a DISPLAY WORLD cor- 
respondent, announced that the Wing Success 
Display, division of the Wilson Corp., Erie, 
Pa., had been granted United States manu- 
facturing rights. The company’s sales of- 
fices will be located at 400 Eighth avenue, 
New York City. 

“Shortly after the company opened for 
business in 1949." Mr. Wing stated, “our 
display stands were featured in the Stock- 
holm World’s Fair and were an immediate 
success. The company now has offices in 14 
European countries and holds 33 patents of 
various display fixtures of their own manu- 
facture.” Two years ago, Wing established 
a Canadian affiliate, Kent McClain Display, 
Ltd. of Toronto, Ont., and now has show- 
rooms in four Canadian cities. Wing's dis- 
play props are versatile fixtures for ladies’, 
men’s, children’s wear, as well as shoes and 
textiles. According to Mr. Wing, stores us- 
ing their merchandising displays have re- 
ported remarkable sales increases directly 
attributed to the effectiveness of their dis- 
plays. 


Northcraft, Kent 
Withdraw Suits 


In its issue of August, 1959, this magazine 
published a notice that Northcraft Lighting 
Corp. had commenced an action for dam- 
ages against Martin Kent, its former sales 
manager, for alleged slanderous statements. 
In such action Martin Kent had interposed 
cross-complaints against Northcraft Lighting 
Corp. for libelous statements allegedly com- 
mitted by it. Both Northcraft Lighting Corp. 
and Martin Kent are happy to announce that 
their differences have been amicably adjusted 
by a voluntary withdrawal by both Northcraft 
and Kent of their respective claims against 
each other and the actions have been dis- 
continued without any payment by either 
party to the other and, an exchange of gen- 
eral releases. 
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TO CHALLENGE 
THE IMAGINATION 


. . . with a new concept 


of display for every type 
merchandise in the finest 


stores in the world. 


Patented © Trademark Reg. 








mail coupon for free brochure to 





CREATIVE PROMOTIONS OF CALIFORNIA 
Incorporated 


3820 GROVE ST., OAKLAND 9, CALIFORNIA 


Name 
Store 
Street 
City 


Zone 








GIVE YOUR DISPLAYS 
NEW DISTINCTION 
WITH VERSATILE 


ACCO-FAB textite covors 


Acco-Fab's amazing versatility makes 
screen printing of tabrics, display 
board, paper and allied surfaces 
easier than ever for your most exact- 
ing display requirements. 


Equally adaptable for hand decorat- 
ing, spray printing and block printing. 


WRITE FOR SPECIAL IDEA AND DATA 
FOLDER. DEPT. DW-30 


THE AMERICAN CRAYON COMPANY 
SANDUSKY, OHIO NEW YORK 











FINEST Dyed 
BURLAP 


—-20 Colors 
36 and 52” wide 


Linen Theatrical Gauze — Fishnets 
Grass Mats — 31% x 6 feet 


Always IN STOCK 


VAN ARDEN FABRICS MNERS. 





116 Murray Street New Yerk 7, MN. Y. 
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—Mozart became a part-time salesman of furs 
for Ronald Furs Ltd., Windsor, Ontario, Canada, 
recently, Jack N. Mullane created this 
plush setting for the exclusive merchandise .. . 
A bust of Mozart was set against a background 
of swagged taffeta 


when 


The unusually well- 
lighted small-shop window prominently featured 
two mannequins with the featured furs and others 
arranged on lower fixtures . . . The large easily 
read card sustained interest at the front center— 


—Along Gorky street in Moscow, Russia, you 
could have seen this lingerie window at about 
the same time as the American exhibition there 
. . « This display uses a hanging fabric-covered 
ponel with cut-out silhouette and loosely tacked 
slip . Incidentally, price of the rayon slip 
was about $18 at the current tourist rate of 


ruble exchange— 


—Another lingerie display shows the current 

French technique of the better smaller shops . . . 

Although crowded by standards, the 

dramatization is still there in the drawing of 

the Venetian canal and bridge in the background 

The store is Ody's; the displayman, M. 
Prechner— 


some 
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TISSUE 
PAPER 


in 34. 
wonderful 


plus 21 flameproof 


Ideal for Valentine, Easter and Spring. 
20x30” sheets. Send for sample books. 
A. Non flameproof, 34 colors. 

B. Flameproof, 21 colors. 


ftwin Display 


133 west 19th street, New York 11, N. Y. 
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perfect combination for 
refreshing new displays .. . 


VICRTEX V.E.F. FABRICS 


+ YOUR IMAGINATION = 


Vicrtex’ glowing colors and deep-sculptured patterns create moods of _ 

warmth, luxury, excitement to flatter and complement merchandise displays. 
Patterns that simulate wood paneling, raw silk, cloth, plus 40 
others will stir your imagination to new heights. 

Practically indestructible, VICRTEX V.E.F.* won't chip, crack, peel or 

fade — stain, soil and flame resistant wipes clean with a damp cloth. 
Reusable; will last for years. 














leather, 


ore rd 
vras 


Write today for swatches, prices, descriptive literature. 


L.E. CARPENTER & COMPANY 


356 FIFTH AVENUE @ NEW YORK 1 @ Phone: LOngacre 4-0080 


*Vinyl 
electronically 
fused 











ALL WINDOW DRESSERS OF AMERICA 


We wish to thank you very kindly for the business 
you extended to us for the Xmas season 1908. 

We are pleased to state that since our many years 
in business we never received as many orders as we did 
this last season. You will admit that all our goods are 
entirely new and more beautiful every season. This is 
evident from our four page ad in last November issue of 
this paper. 

All the goods we furnished the leading concerns in 
the United States came up to our descriptions and better. 
We were so rushed with orders that we are compelled to 
hire a double force working day and night, thus enabling 
us to ship all goods in time and we have not disappointed 
one of our thousands of customers. 

The Schack Artificial Flower Company is familiar to 
everyone as an old established and reliable concern. Our 
name stands for originality, low prices and quality. Any 
goods purchased from us cannot be duplicated by another 
concern in design, quality, workmanship or tinting. Much 
credit is due to our designer who has worked many 
years in Paris (France), and received a gold medal from 
the Paris Exposition. 

We have supplied among many the decorations for 
the windows of Carson, Pirie Scott & Company of 
Chicago. The attractiveness and beauty of this display 
almost caused a blockade on the streets. The windows 
were decorated by Mr. J. E. Tannehill, head decorator 
for the above firm. 

Don’t forget to Jook for our ads in this paper in Feb- 
ruary and March, showing the most up-to-date and lead- 
ing decoratives ever manufactured for Easter displays. 

Again thanking you for all past patronage and hoping 
to be able to continue same in the future, and with 
compliments of the season, we remain, 


FREE 


IDEAS FOR 
BUILDING SALES! 
- 
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Rush a copy of your new Catalog 
Name 

Tithe 

Company 

Address 


(ity Slate 
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MR. JOSEPH SCHACK 
President of the 
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Schack Artificial Flower Company, 1307-1309 Milwaukee Ave., CHICAGO, ILL. 








Aterrific new catalog 





Schack's, Incorporated, Chicago, a firm which is now completing its 7|st consecutive year 
of display designing and manufacturing, has submitted to DISPLAY WORLD a sample of 
the advertising technique used by them in the trade magazines of a half-century ago (see 
above) . . . The advertisement, which appeared in the January, 1909, issue of Merchants 
Record and Show Window, predecessor to DISPLAY WORLD, mentions some of the holiday 
decoratives manufactured by Schack's that year, as well as a reminder to readers to watch 
for forthcoming ads that would feature Easter decorations and displays for the year 1909 

. . (For a sample of current advertising programming by the same firm 51 years later, 

DISPLAY WORLD suggests the reader see the inside front cover of this issue) — 


describing the com- 
plete line of VUE- 
MORE display turn- 
tables and BREVEL 


animation motors. 





Write for your copy today. 





Use the hand) coupon above! 


VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


UL APPROVED 


And For Your Animated Displays: 


Quiet, versatile. efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 
motion display. Write for details. 


VUE-MORE CORPORATION 
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New Light-Weight Forms 
Introduced By Decter 


New feminine forms that weigh only 2% 


pounds and are virtually indestructible are 


production lines of Zant 
Plastics, Inc., of Los Angeles in 
conjunction with Decter Mannikins Co., Inc. 
Soon their gentle contours will be filling out 
a 1960 line of swim suits in store windows 
all over the world. The new forms are 
claimed to be much easier to handle than 
those made of other materials, and fittings 
can be made quickly by sticking pins directly 
into the plastic. : 


coming off the 


Te rrace 


forms are made 
Dylite expandable 


The sturdy, lightweight 
possible by the use of 
polystyrene, a new toamed plastic material 
of Koppers Company, Inc. Just a few 
pounds of the plastic beads, when subjected 
to steam, puff up to tuse and fill a large 
mold. 

Zant Terrace is producing the first forms 
in conjunction with Decter Mannikin Com- 
pany Inc. of Los Angeles and they will be 
available exclusively through Marie 
Reid. 


Rose 


Some are being produced in the natural 
white o the plastic material. Others are 
dyed in a sea-foam green or apricot. They 
may be used in window or interior displays 
and are so light they may even be hung 
rom ceilings. Expandable polystyrene has 


prev.ously been used to make forms for 


| blouse displays but this is the first time that 


an intricate mold which will turn out the full 
form has been attempted. 

Write to Decter Manikin Co., 1000 S. Los 
Angeles street, for more information. 


New Merchandisers 
For Open Selling 


American Fixture, Inc., St. Louis, Mo., 
announces a new line of TRIMlok packaged 
merchandisers for open selling. The new 
line is offered in a broad assortment of floor 
merchandisers in 5 foot. 10 foot and 15 foot 
lengths. Kachn packaged unit includes slotted 
frames, shelving, brackets and hardware, 
end caps, case goods, etc. Any merchandiser 
can be ordered by a single number to sim- 
plity writing orders, store planning and lay- 
out. The exciting line of TRIMlok pack- 
aged merchandisers meet all the require- 
ments of the newest methods and techniques 
for open selling. They adapt to either soft 
or hard lines. 

TRIMlok is designed for complete store 
installations. Module wall sections, light- 
ing cornices, over-counter super-structures, 
cases and counters, perforated metal shelv- 
ing, shelf brackets, shelf dividers and _ bin- 
ning hardware. Write to the firm at 2200 
Locust street for complete information. 


Brochure Contains Data 
On Pearl Pigments 

A new four-page brochure entitled “Coat- 
ing with Nacreous Pigments” has just been 
issued by The Mearl Corporation, New York 


City. Sections covering the choice of coat- 
ing vehicles, coating techniques, undercoats 
and colors, spray coating techniques, and 
special color effects, provide a completely 
detailed data for using both neutral and syn- 
thetic pearl pigments as coating materials. 
Copies of this brochure are available from 
The Mearl Corporation, 41 East 42nd street. 
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JANUARY, 1935 


The Chicago Display Club elected the fol- 
lowing officers: Robert O. Johnson, Com- 
monwealth-Edison Company, president; Carl 
Gestrine, Butler Brothers, vice-president; 
Richard Peterson, McFarland’s, secretary; 
Dallas M. Schultz, Windmiller’s, treasurer. 
J. W. Campbell, Carson Pirie Scott, was re- 
tiring president. 

In the national Display contest sponsored 
by the International Silk Guild, first prize 
was won by R. W. Jones, assistant display 
manager, The Emporium, San Francisco. 

Douglas Conway, formerly with Bedell’s, 
Chicago and Detroit, became display man- 
ager for Rosenberg’s, Milwaukee. 

The Pacific Coast Association of Display 
Men, and Tacoma, Everett and Seattle dis- 
play clubs met for an evening of entertain- 
ment at the Club Villa, Seattle. Two hun- 
dred and sixty persons were present. 

Committee heads for the 1935 convention 
of the International Association of Display 
Men, to be held in St. Louis, were named by 
the St. Louis Club. They were Glee Stocker, 
Wohl Shoe Company, convention chairman; 
Carl Shank, Stix, Baer & Fuller, convention 
committee; Syl Reiser, Advertisers Display 
& Exhibits, program committee; Karl Kneis, 
Stix, Baer & Fuller, contest; Otto Lasche, 
Kline’s, entertainment; Ed Pluth, Erker 
srothers, exhibit space; Bert Rainwater, 
Rainwater Studios, registration; George 
Prater, Prater-Heier, Inc., publicity; A- 
mand Raining, Boyd’s, demonstration. 


JANUARY, 1950 


DISPLAY WORLD announced its 
annual International Display Contest. 

Randolph H. Irwin took over display di- 
rector duties at Sears, Roebuck, Baltimore. 
He was formerly assistant display director 
for three years under Robert F. Kessling, 
who was promoted to Sears’ Eastern terri- 
torial office of store planning and display in 
Philadelphia. 

Roger Pickett, Rathbun’s, North Holly- 
wood, was elected president of the Southern 
California Display Club. Other officers 
were Harold L. Kelly, vice-president, and 
Frank Ackerman, secretary-treasurer. Stan- 
ley E. Thompson, outgoing president, became 
chairman of the board. Other board mem- 
bers included Paul Smith, Richard Fitzger- 
ald, William Meissner, I. V. McKenzie, Louis 
Craig, Frank Dunn, Anthony Golff, Ralph 
T. Dickey and Mrs. Laura Walbridge. 

Philadelphia Display Guild celebrated its 
tenth anniversary. 

Display Club of Greater Cincinnati elected 
Andrew Matzer, Rollman’s, president; Bar- 
ney Meyer, Kline’s, vice-president; P. Wat- 
son, May-Stern’s, secretary-treasurer. 

The entire display department of Korrick’s, 
Phoenix, was destroyed by fire of unknown 
origin. New quarters were secured at once 
and the department, under the direction of 
Edward M. Durkin, resumed operation soon 
after the fire. The loss was covered by in- 
surance. 
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LOW OPERATING COST----LONG LIFE 


MODEL “AA” “oo 


With new “Magnetic” type 
lock up. Greatest advance- 
ment in sign machines within 
last 25 years. SPEEDS UP 
OPERATION and provides 
complete flexibility of type 
arrangement. 


MODEL “"B" 


A medium priced sign ma- 
chine using rubber type. Pro- 
duces high quality signs at, 
low cost. 

Many national chains hove 


from 50 to 500 or more Sign- 
press machines in use. 


Theyre Reversible 
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MADE IN THREE SIZES ... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 





DISPLAY EQUIPMENT CO. — BOX A-144, ADRIAN, MICH. 
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NV 
36 MODELS— . 
80 STAPLE SIZES... 
plus handy Hansen Vest-Kit 
(below) for greater 
convenience 








Good design and construction in all Hansen 
Tackers give them a well balanced ‘“‘feel” in 
every application. Saves you lots of time, too 
... aS they'll zip through any job with no delay, 
no wasted staples. Always ask for Hansen. . 
the very best in Tackers. 


WRITE today for free literature. 


A.L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVENUE 
CHICAGO 40, ILLINOIS 





























& DIV IDE 
CONQUER 


the space problem! 


Any one of Ferrocrafts many hinged 
panel dividers will subtly separate a 
window or floor display. The SB-33 
illustrated is satin black with brass dia- 
mond perforated panels. Rods and trim 
are also in gleaming brass. 
Height Width Each 

SB-33 33” 18” 14.95 
S-33 (same as SB-33 except all 

white) 12.95 
See photographs of all of Ferrocraft’s 
versitile dividers, call your Display 
Jobber. 
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Morgantieid Kentucky 





CAPTURE 


THE TRUE 
EXCITEMENT 
OF 


NEW 
YORK 


WITH 


MANHATTAN 
MANIKINS 


These luxurious high quality fig- 
ures are fashioned of Fibreglas 
plastic topped with the finest 
Pugdin wigs. Photos and details 
on request. 


MANHATTAN MOTION MANIKINS 


4 W. 16 ST. NEW YORK CITY 11 
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| columns—pastels of course—by Columbia 


FRENCH THEME UNITES Decorative Utilities . . . Italian influences of 
SPRING MARKET WEEK Display Associates has leaning tower of Pisa, 


gondolas, columns in vacuum-formed plastic 
\Continued from page 131 . Doerr presents wood screens, panels and 
fixtures in variety of woods including antique 
white and gold ... Stained glass fish mobiles 
by Paul Lynch, author of Mobiles, carried by 
Duplex ... The last word in pressed poly- 
stvrene ballustrades by Economy Cover. . . 


lhat lacy Spanish atmosphere by Chic can’t 
be described must be seen . Palm trees of 
Hame-proof plastic at James A. Cole 7 
Textured papers and formed papers ideal for 


Rayon yarn wigs in natural and unusual colors Silk-covered wire butterflies—much copied 
by Emil Corsillo Lovely lavender and and French heads with swan-like necks by 
blue set pieces with rubber molded figures and = Zarja Original lithograph designs on 
Toodles the Poodle at Creative Displays . . . plastic screens by Zafero . . . Men’s manne- 
Unusual ferns in green and white at Decora-  quins that look like men at Wolf and Vine 


| tive Creation Filagree squares, hexagons also versatile coat forms ... “Say It With 
| and rectangles in black and white made from Flowers” at D. G. Williams showroom had 


flame-proof vinyl sheeting by Decorative visitors speechless . . . Anyone miss the 
Novelty knight in armor at Ben Walters? ... Velcro: 
\ttractive set pieces for Valentines at Dec- Will it catch on or not?’—the most talked 
orative Plant Finished and unfinished about product introduced at Market Week 
folding screens with and without panels at Imported gladiolas and dahlias in plastic at 


“he Vit PLAY DA KADE No. 248 by (uot 
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Joinep WURZBURG OVEF 
38 VEARS AGO, HANDLING 
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IS NOTED FOR HIS 
BEAUTIFUL AND 
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Elect .. . Screen printed showcards for Valen- 
tines and white sales by Ev-Ready .. . 

Ferrocraft presented brass fixtures and 
screens with interchangeable brass panels and 
millinery forms Imported animated fig- 
ures by Frankel Garrison-Wagner, the 
department store of the display industry; if 
no one else has it, they have it—or can get it 

Gasthoff exhibited some of the most 

attractive pastel mesh flowers and foliages at 
the show; Father's Day promotion excep- 
tional Rayon flocked mannequins and 
forms in natural and colors by Goldsmith . . 

Greneker’s caged mannequins are worth 
looking at for a long time—but don’t overlook 
their outstanding set pieces . David Ham- 
berger’s spring decoratives defy copying—and 
priced right... 
afford it, see Victor 
he says he feels sorry for 
displaymen with inadequate budgets, but it 
costs money to get quality Textured 
papers and scatter paper—messy but attrac- 
tive—at Imperial Display Anyone for a 
seven-foot-tall clown by Jay-Gee? ... Among 
most unusual imported vines was fruit gar- 
land, hydrangea and mimosa garland by Kay- 
tee Imports Gordon Keith's textured 
wood cabinet-type displayers are said to be 
in pastel colors that will be featured in mer- 
chandise this coming spring—if so, it will be 
a lovely spring More French swan- 
necked heads and busts by S. Liebmann 
lLombardo’s vacuum-formed plastic creations 
in white and gold or black and gold were 
getting considerable attention 

Maharam’s new scenic panels on vinyl 
drapery is very inexpensive and practical. . . 
Allied Display 
line of exclusive decoratives and novelties in 
a well appointed. showroom 
daisies are among best at 
Fruit Roman chariots—actual size—in 
gold by Timely Service . . . Thall is aiming 
for men’s field with 90 per cent of line of 
wood and burnished brass displayers of top 
quality—but the star of their exhibit was the 
playful poodle, unothcial mascot of the show 

Live gold fish at Arts and Flowers can 

also claim mascot title Tero’s attractive 
mannequins at showroom and equally gaze- 
provoking “live” dolls at exhibit Stens- 
gaard offered free materials as tie-in with 
RCA Victor Living promotion for 
fashions, jewelry, shoes and even garden sup- 
plies Attractive whales, fish made of 
excelsior on chicken wire frames and spray 
painted by Dave Starkman 

Krench book stall with antique prints, 
postcards, fashion prints, etc.—each different 
for series—by Cecilia Staples Attractive 
and different line of plastic and paper foliages 
imported blooms—by Spaeth 
Austen Display with a collection of out-of-the- 
ordinary display units and accessories of many 
tvpes . . . If you don’t know what Satin 
Drape is, it’s worth finding out from David 
and Michael Sloan Silvestri’s animated 
Easter scene kept his booth as busy as the 
sidewalk cafes—but then he had chairs to sit 
Showcard Machine has some new 
easily read script type faces for their sign 
machines ... Originality galore by Sebastian, 
such as mannequin figures sprouting branches 
and roots Valentine decoratives, foliages 
and flowers worth seeing at Bernard Schwartz 
_.. Unusual designs on silk by pasting colored 
cloth, paper, etc., to form scenes—white bam- 


Kven if you can’t 
Haida’s showroom 


Roses and 
United Artificial 


Color 


—some 


oe Bee os 
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Materials with an extensive 


boo strips interesting at Schliemann Borgos.. 

Decorative papers in attractive designs; 
flocked panels at Gustave Rubner Five- 
foot-tall poodles in French costumes a_ high- 
light of Rip Studio French theme dec- 
oratives, Gothic arches and huge pirate of 
Madagascar straw was interesting at Resident 
Display Blossoms and other decoratives 
are attached to scrolls by R-Tex for colorful 
fashion displays Molded hard rubber 
figurines defy the eye at Puddu and Martinelli 

String sculpture designs in pastels and 

white were featured by Park Lane Fabrics 
... Northcraft was proud of its new 120 watt 
spot for very high windows, used for light- 
ing mannequins—adapted from weather bureau 
were used to determine height of clouds . 
New Style Studio had an imported arm-head 
unit that is detachable so arms and head can 
be used separately—also feather wigs 

Mystic-Lite was proud of its plastic blooms 
containing miniature bulbs that can be sub- 
merged in water and are guaranteed for 2,000 
hours Morgan Sign Machine’s Fashion- 
aire modern script face getting much atten- 
tion . . . Mitten’s Display Letters presented 
Montclair, a Roman face, with sizes from 
three-quarter inch to six inches Mileo 
Mannequins has some exciting new junior 
plastic mannequins that really look their age, 
i.e., youthful faces and properly proportioned 
limbs Met-Wood achieved a different 
metallic finish on its vacuum-formed plastic 
fish .. 

Quick Comments 


Hat check facilities on the fifth floor a 
welcome convenience and assured traffic to top 
exhibit floors . . . Rumors of the entrance of 
a “big spender” traveling throughout the four 
exhibit floors before he even gets to the 
elevator ... Gabriel Valenti, NADI Manag- 
ing Director and show manager, getting well 
deserved congratulations at every turn—and 
he makes a lot of turns ... You could always 
tell who had been sitting at the French cafes 

and how long—by the amount of paper 
scatter material that had adhered to his coat 
from the imitation brick decorative paper that 
lined the walls of the cafes . 

Frank Bernard, author of Dynamic Display, 
published by DISPLAY WORLD, was in 
town from Toronto, Canada, investigating a 
market here for his unique Octopus pole as- 
sembly Everyone at Market Week was 
talking about the Macy’s marquee extrava- 
ganza and the $120,000 rumored to be its cost 

manufactured ‘by Bliss (you'll be reading 
more about the construction and intricate 
workings in DISPLAY WORLD sometime 
this year) Reason for the sudden drop 
in traffic Wednesday afternoon was the open- 
ing of the Silvestri series of Teddy Bear Land 
animated windows at B. Altman ... Anyone 
who decided to tour downtown stores Wednes- 
day morning was certainly disappointed to 
find many of the windows being changed .. . 
After the change, another trip around town 
was certainly justified, especially the later 
windows of Saks Fifth Avenue .. . 

Some of the most unique and inexpensive 
displays in town were in the small shops in 
and around Greenwich Village—also terrific 
prop sources Zaria burning midnight oil 
at its Village second floor location, still try- 
ing to catch up on Christmas orders.. 
Rockefeller Center’s Christmas tree: Even 
native New Yorkers crane their necks with- 
out fear of being called tourists. 





























AD-ON 


Interlocking Plastic 


Price Tags, Signs 
FOR STORE DISPLAY 


NEW BEAUTY, ECONOMY, 
QUICK, EASY USE! 


AD-ON plastic numerals, letters, 
symbols, etc. interlock evenly, se- 
curely—unit to unit—and stay that 
way until separated. A price or 
short message can be assembled in 
seconds. 

Each character has its own ped- 
estal base, enabling it to stand with- 
out back or side support. AD-ON is 
durable, washable, versatile, with 
easy-tc-read letters. It is the per- 
fect, distinctive do-it-yourself price 
marker or information-identification 
sign for use in show window, display 
counter. Special clips make it pos- 
sible for you to use AD-ON on Peg- 
board, bottles, soft goods, etc. 


Each character has its 
own pedestal base — 
stands without support. 


Available in black background with 
white figures or ivory background 
with brown figures. 


FREE SAMPLE 


AND COMPLETE INFORMATION 
ON REQUEST. WRITE TODAY. 


PRYOR MARKING 


PRODUCTS 
434 S. Wabash Ave., Chicago 5, Ill. 
Dept. D 




















NATURAL PREPARED 
FOLIAGES , WOOD 


TROPICAL 
ACCESSORIES 


+ CALIFORNIA 
¢ FLORIDA 
¢ PHILIPPINES 


AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


Benson Company 


202 E. Pacific Coast Hwy. 
Long Beach 6, Calif. 








SHIRT FRONTS 
& READY TIES 


Proxy Shirt Fronts dress up manikins 
and keep shirts on sales counters. Combed 
white broadcloth or oxford, sanforized 
shrunk, in collar size 15. Specify collar 
style when ordering. © Conventional 
® Short Point (illustrated) e Widespread 
© Oxford B. D. Packed % doz. to box. 


$16.50 per doz. 


PROX) 


Proxy Ready-Tied Ties clip quickly into 
place under collar. Saves valuable time— 
always a perfect knot. Packed 1 doz. as- 


sorted colors to box. $12 75 per des 
10 EOM, FOB Troy, N. Y. 


Merchandise Shipped 2 


Order From 


THE DUBLIFE COLLAR CO. 
295 Madison Ave., N. Y. 17, N. Y. 


YOUR STORE IS YOU! 


[Continued from page 25] 
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is an eye-catcher—big and startling. Long 
strings of fluorescent lights let a customer 
see every nook of the store. The color 
scheme is bright and cheerful—lots of reds 
and yellows. Fixtures are largely self- 
selection, so the customers can wait on them- 
selves. Light popular music plays over a 
loudspeaker. In other words, the popularly 
priced store is unreserved and outgoing. 
It meets the customers more than half way. 


In sharp contrast, the customer of a 
quality men’s store looks for a _ reserved, 
dignified atmosphere. He is repelled by 
startling signs. The store front has simple 
windows that are often comparatively small. 
The exterior sign may be just the name of 
the store lettered in a simple way. The 
light is subdued. The color scheme runs 
to masculine tastes, and may have dark 
paneling and a rug of simple pattern. Fix- 
tures keep merchandise like shirts and 
underwear under glass or in drawers, since 
a clerk generally waits on each customer 
personally. The whole store projects an air 
of quality to match the quality of its mer- 
chandise. 


can see that the overall design 
new or remodeled men’s wear store 
must be especially tailored to the needs of 
the individual store owner. This is basic. 
No one design will please everyone. Your 
customers, your location, your merchan- 
dise, your volume will all govern your 
plan. However, it is possible to generalize 
on the basic factors behind a modern store, 
the materials and techniques that a store 
architect combines in a distinctive way to 
answer the needs of a particular store. 


The store front is the most important 
means of catching the eye of the shopper. 
Today, the familiar narrow door flanked 
by two high, shallow windows is as obso- 
lete as knickers. The modern store front 
is often built around a full-length show 
window that slants in from the sidewalk 
to make an inviting vestibule where the 
can windowshop without being 
jostled by the crowds. By facing the main 
flow of pedestrians, the angled window dis- 
plays goods to the largest possible audi- 
The so-called “visual window back” 
enables the shopper to see the entire inter- 
ior from every position in the vestibule. 
Lighting dramatically emphasizes special 
displays. The exterior sign is an integral 
part of the store front and should be dis- 
tinctive enough so that it becomes com- 
pletely identified with your store. It may 
even be used as a trademark on your sta- 
tionery and gift boxes, and used promi- 
nently in your newspaper ads. Your front 
should be designed to literally bring the 
customer inside the store before he realizes 
he has opened your door. 


SO you 


of a 


passerby 


ence, 


A modern layout encourages rather than 
discourages the flow of customers 
throughout the store. This sounds elemen- 
tary, but believe me, many old-fashioned 
stores are really obstacle courses with their 
narrow aisles and barriers of counters. 
Wide aisles let the traffic move easily, and 
bear in mind that most customers auto- 
matically head to the right. A_ strong, 
well-lighted display on the back wall will 


lure customers to the rear otf 
the store. Major merchandise such as 
overcoats and suits — demand items — 
should be in the rear so that the customer 
will pass by other selling areas. 

Departmentalization is particularly im- 
portant in modern retailing because of “re- 
lated selling.” For this reason, of course, 
shirts and ties should always be displayed 
close together. And don’t forget the teen- 
age market, a tremendous force that be- 
comes stronger year by year as the post- 
war crop of babies grows up. The teen- 
ager wants a separate place of his own 
to shop, and he doesn’t want it to remind 
him that he’s still a kid. Thus, instead 
of calling the department “Teen Corner”, 
try something like “Young Men’s Shop.” 
Teen-agers also like a collegiate atmos- 
phere, so banners of nearby colleges work 
out well as decorations. To put the teen- 
ager completely at ease, engage young 
men who look well in “ivy league” cloth- 
ing. 

For fixtures, the basic rule is to get the 
merchandise out in the open where the 
customer can wait on himself. Most shop- 
pers today prefer “self-selection” displays, 
which often sell up to 50 per cent more than 
the old-fashioned, glass-covered = cases. 
Open fixtures encourage another major 
factor of modern retailing, impulse buying. 

What is more, self-selection fixtures free 
sales clerks from the drudgery of waiting 
on each customer, which means they can 
advise more persons and give full attention 
to major sales. A retailer can give stand- 
ard fixtures a “custom” look by such inex- 
pensive tricks as paneling one end. Just 
make sure that the top of the fixture is no 
more than 52 inches off the floor, so that 
customers can easily see throughout the 
entire store. 

As to color, a retailer can effectively 
change the whole personality of his store 
by his choice of shades and contrasts. For 
instance, dark colors lower high ceilings, 
and an area can be made to seem wider by 
painting opposite walls different colors. 
Build your color schemes around the shades 
of items that cannot easily be changed, srch 
as floors and fixtures. Remember that the 
majority of women prefer soft pastel shades, 
like salmon, light green and lemon yellow. 
Men, too, react favorably to a pleasant color 
scheme. A bright red rear wall is another 
technique of attracting customers to the back 
of the store. 

As in the show windows, good lighting is 
vitally important on the interior. One survey 
showed that a retailer can boost sales up to 
26 per cent by just improving his lighting. 
An effective system will combine three types 
of lighting: Incandescent for high-lighting 
special displays, fluorescent for general 
tasks, and cold cathode for wall cases and 
the increasingly popular cove lighting. 

Finally, the customer cannot be made too 
comfortable. Air conditioning has become a 
virtual must—especially in warmer climates. 
Another important factor is customer seat- 
ing. A seated customer is a comfortable 
customer; he will buy more. Also be sure 
to provide adequate restrooms. 

We have found that modernization tech- 
niques such as these have increased business 
up to 50 per cent or more. 

If your budget does not permit the entire 


effectively 
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program to be done at one time, it can be 
done step by step. Start with the store front 
and work inside. To avoid costly errors 
and heartache, your architect should study 


overall layout and plan each step in proper | 
There’s no need to close down | 


sequence. 
while remodeling — in fact, you can capital- 
ize on it as a sales promotion. Another 
approach to modernization is to join with 


retailers in your neighborhood to build store | 
fronts with a common central design that | 


will give your stores a shopping center air. 


You can count on this: To compete suc- | 
cessfully in years to come, every men’s wear | 
retailer will have to improve his store so | 
that it becomes a symbol of modern mer- | 


chandising. Otherwise, he _ risks being 
shrugged off by customers as old-fashioned. 
For, in the customer’s eye, your store is you. 





COMING UP! 
United Cerebral Palsy Month 
Super Market Month 
*Visit the United States of 
America Month 
“World Refugee Year 
The New March of Dimes 
Civil Service Week 
World Religion Day 
International Printing Week 
Jaycee Week 
National Franklin Thrift 
Observance 
National YMCA Week 
National Fur Care Week 
National Youth Week 
*Groundhog Day 
Boy Scout Week 


Jan. 1-31 
..jJan, 1-31 


Jan. 1-31 
Jan, 1-Dec, 31 
Jan. 2-31 


Jan, 17 
Jan. 17-23 
Jan. 17-23 


Jan. 17-23 
Jan. 17-23 
Jan. 26-Feb. 2 
Jan. 31-Feb. 7 


National Electrical Week 

“Abraham Lincoln’s Birthday 

St. Valentine’s Day Feb. 14 

Advertising Week e Feb. 14-20 

Nationally Advertised Brand 
Week 

Brotherhood Week 

*George Washington’s Birthday.. 

Heart Sunday 

Bachelors Day 

Pencil Week 

*Red Cross Month 

Presidents Day 

National 4-H Club Week 

Girl Scout Week . 

National Peanut Week 

Save Your Vision Week 

National Smile Week 

Irish Linen Week 

*St. Patrick’s Day . 

1960 Easter Seal 
Campaign March 17-April 17 

National Teen-Agers’ Day March 21 
(DISPLAY WORLD will be glad to fur- 

nish the name and address of any spon- 

sors of the above-mentioned events. Many 

of them make available free posters or other 


..Feb. 7-13 
Feb. 12 


Feb. 15-28 
Feb. 21-28 
Feb. 22 
Feb. 28 
Feb. 29 
Feb.2 9-March 5 
March 1-31 
March 4 

March 5-12 
March 6-12 
March 6-12 
March 6-12 
March 7-11 


March 17 


display material as well as ideas for dis- | 


plays tying in with the occasion. Simply 
address your request to the Editor, DIS- 
PLAY WORLD, Cincinnati 1. 


*These observances of a national nature do 
not have specific sponsoring organizations 
supplying promotional materials; however, 
local groups can usually be contacted. 
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Jan. 10-16 | 








Feb. 2 | 
Feb. 7-13 | 
National Crime Prevention Week Feb. 7-13 | 


March 13-19 | 


INTRODUCING 
Imperial Wigs, Jur. 


“MANNIKIN WIGS OF SUPERB ELEGANCE” 


If you are concerned with the impression your mannikins are creating 


upon your customers, you will want “IMPERIAL WIGS” for a success- 
ful response. 


The “NATURAL LOOK” plus the many outstanding features 
make IMPERIAL WIGS the most wanted wigs on the market today. 


Hundreds of styles, in both women and children in regular styles or 
the spectacular. 


Mannikin Manufacturers, Refinishers, Jobbers ——- write today for 
your free photos and attractive prices. No obligation. 


DISPLAY MANAGERS — we will gladly supply the name of your nearest 
Representative upon request. 


Imperial Wigs, Jur. 











DISPLAY AND STORE EQUIPMENT 
MANUFACTURERS... 


Locate your salesmen in the heart of the busiest 
trade area in the West. Close to all transporta- 
tion, freeways, downtown hotels, major buying 
offices, wholesale district. 


SHOWROOM AND OFFICE SPACE FOR RENT 


Where important buyers come to select their lines 


FREE PARKING TELEPHONE SERVICE 
inquire 


sales promotion center 


1200 S. FIGUEROA ST. LOS ANGELES 15, CALIF. 
Richmond 9-2081 














FLASHERS 
Since 1900 


Force Attention, Increase Advertising Value 


REZE2ERS 
® ELECTRIC COMPANY 


55 RIVER ROAD RIVER GROVE, ILL. 








GIMBELS, MAYFAIR blue and pink. At the center oi the shop are 
_ UNUSUAL CEILING TREATMENT white metal display racks, that are surround- 


° ed by pink-seated chairs. Other shoes are 
° TY TET, (realtors | NS FEN PGS 8: rhe ve in long shadow boxes in the rear 
; | matching wood soffit above the display wall and in racks along one side ot the shop. 
TN TET manufacturers | shelves conceals the lighting fixtures. In the 
; | rear wall of the shoe department, canopies 

of brass tubing, tipped with light, are used 

Home of to frame shadow boxes that house other 

| shane splays. tained entrances to 7 

CT felalele lo ME CTAIC: _— pointe peerage pe gi hen ape with white letters and have painted decor. 

The counters are in pink with glass shelves 
mounted On pink pertorated hoard panels. 
\ different and charming display unit 1s 
fastened around the column nearest. the 
aisle. It consists of roundish platiorms sup- 
ported on white posts of varying heights, 
and tiny tot mannequins in teatured ensem- 


Fans of fluorescent plastic and ‘tinker toy’ 
type fixtures are suspended trom the ceiling 
in the layette and toddlers section. The up- 
per walls of the department are done in grey 


shadow boxes Above the entrances are 
wood panels 

Chairs for the department are upholstered 
in lemon, lime, and olive toned plastic. 

An enormous blue chandelier hangs above 











the aisle in front of the entrance to the 
children’s shoe department and next to one 
| of the store’s exits 

Pink and blue slats in the rear of the shop 
carry the name of the children’s shoe depart- The boys’ wear department has caltskin 
ment in gold letters. The wall is papered in print wallpaper on each end wall. Blue 


SRADE PERCONALITIES waier'y bee 
ys i 


| 


bles are placed on them, along with pots of 
flowers, etc 





COKFADUATE OF BOSTON UN- 
WERSIT Y..... 


a ved ,~ Bi BWEGAN HIS DISPLAY 
TAT hamberger INC. CSO CAREER IN A SPECIALTY 
Peme wv EO 3Sist STREET & oe SEE WENT INTO FREE LANCE. 


NEW YORK |, NEW YORK 





~~ a 


a —— _— ” 
lv / Se ners” « 
5 me 
= 
_ . 


REWARD 


‘A. “ a 
. 


¥: 2 
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ARE GARPENING, 
WEDGSEWOOP COLLECTING 
AND COMMUNITY WORK. 


. - HAS THREE CHILDREN. 
ae . Px. ie ie | Co . spas” q TWO DAUGHTERS AND 
cian aiatiaiandas anidinaes saan aL’: Ee : i A SON WHO IS ASSOC- 
DISPLAY LETTERS | \@ SNe ed '. (ATED WITH THE 
Wood letters for interior displ d iy PA oS eee s SAME FIEM.... 

ood letters for interior displays an he Sere, j > 
directional signs...all styles and sizes | ' ‘pee a —_ 4 A i? SRANDPATHER 
in stock ready for immediate ship- | ie ope T , REE. 
ment. Write for catalog, price list. | oS IS VERY ACTIVE IN 
SPANJER BROTHERS |. MASONRY, VICE PRES | 
1160 N. Howe Street, Chicago 10, Ill. | ZIONIST Dist, BLOOD BANK, 


TEMPLE AND 
Halsey Road, Parsippany, N. J. “BROTHERHOOD 


Jat py 


ase 











BRASS & CHROMIUM RAILINGS 
for every purpose 
PORTABLE @ STATIONARY 
VELOUR COVERED ROPE 
S. PARKER HARDWARE MFG. CORP. 


Since 1900 
29 LUDLOW ST., N.Y.C. 2, N.Y. WAlker 5-6300 


DISPLAY TURNTABLES 


@ Heavy Duty @ All Steel 


ALL SIZES—Large or Small ne MARCUS DISPLAY, INDUSTRIES INC. 


Write for free illustrated folder OSTON 
4 

AMER-STAGE EQUIPMENT | 

805 E. 134 St., Bronx 54, N. Y. 


























» 
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wood block letters are mounted on the fibre 
paper side wall. Tiered tables topped with 
white plastic laminate, edged in wood, and 
backed by white perforated board serve as 
floor cases. The tiers are adjustable, and 
boys’ clothing is displayed on the shelves. 
Other stock is displayed on double tiered 
wall racks. 

Wall and ceiling beams in the sportswear 
shop are treated to simulate weathered wood. 
Frosted glass conceals the lighting at the 
peak of the ceiling, which has a gabled effect. 

The ceiling in the men’s clothing shop is 
raised and has decorative wood beams that 
resemble semaphores. On one side the beams 
are attached to wood uprights, while the 
other end is attached to the lowered ceiling 
beyond. Floor racks in this department are 
of burnished brass. A painted soffit above 
the wall suit racks is supported by the wood 
uprights. 


The escalator well is enclosed in glass 
with white metal uprights. A stairway is in 
the center of the well, with the up and down 
escalators flanking it. A border of light is 
inset into the ceiling within the glass en- 
closure. The roof above is painted a sky 
blue, in contrast to the chartreuse painted 
ceiling. Spotlights are built into the blue 
root. 

Toys, domestics, the ladies’ lounge are lo- 
cated on the upper level. 

In the toy department, island displayers 
consist of perforated board backs with ad- 
justable shelves for the maximum display of 
merchandise. The walls at the rear of the 
department are in alternate stripes of blue 
and light grey perforated board panels. Ad- 
justable shelves are on the panels and used 
for further display. The upper walls are 
white and have gay painted decor. The floor 
for the department is striped in vari-colored 
rubber tile. 

The illustration shows the unusual fixture 
of perforated board panels designed for dis- 
playing wheeled toys. The panels are at- 
tached to plastic laminate and the 
shelves are adjustable. 


bases, 


A large feature display is arranged on a 
plattorm near the entrance to the Ladies’ 
lounge. Picture frame molding forms the 
entrance to the lounge and outlines the dis- 
play background panel of punched white 
metal. Blue painted shutters and panels 
decorate the entrance to the lounge. For 
one display, two large white paper bells were 
fastened to the background panel and two 
mannequins one dressed in bridal attire, 
the other in a short semi-formal pink en- 
semble — were arranged on the platform. 

The lower level houses glassware, silver- 
ware, the bath, clean-up, photo, record and 
book shops, as well as the Tasty Town res- 
taurant. 

White drum displayers in the glassware 
department have lights under frosted glass 
on the lower shelf. The upper shelves are of 
glass. Similar construction is used for the 
wood floor display tables seen back of the 
drums in the accompanying illustration. 

Shelves for both the glassware and silver- 
ware sections are glass. They are adjusta- 
ble in metal keyhole slots. Displays are 
arranged on the glass shelved drums, on the 
shelves of the floor cases, and along the wall 
shelves. 
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FOREVERGREEN 


GRASS MATS 


Forevergreen “78” Grass Mats now have all the 
brightness and sparkle of new spring grass on 

a sunny day 
improved color beauty longer 
best in display grass for 1960. 


And these new “Sunshine Green” Mats have all 
the famous quality construction features that 
have made Forevergreen “78s” famous 

11% larger than ordinary mats 
quality instead of 72 
roll hemmed ends 
and flame-proofed. 


Order standard or special mats or in 
rolls. 


The JOSEPH M. STERN Company 


1968-74 East 66th Street e Cleveland 3, Ohio 
WORLD'S LARGEST MANUFACTURER OF DECORATIVE GRASS 


“78” 
F 


and they retain their new. 
they re the 


16 TOW 
no unsightly parallel 
mildew-proofed 


Carried by all leading jobbers. 




















Ruscus Hedge * Ruscus Trees 


Write for Free Pamphlet 


JONES, The Holly Wreath Man 


MILTON, DELAWARE 











Even on the lower level there is inter- 
esting ceiling treatment. The silverware sec- 
tion has a lighted corrugated plastic ceiling. 

The restaurant has chartreuse and light 
brown battens strung from the ceiling in an 
interesting pattern — still further carrying 
out the unusual ceiling effects that charac- 
terize Gimbels Mayfair store, and make it so 
beautifully different. 


Lerner Establishes New 
Display Company 

Bert Lerner, who has been in the display 
bus‘ness for many years, has tormed Bert 
Lerner, Inc., with offices at the Display 
Center, 400 Eighth avenue, New York City. 
The new company will design, create and 
distribute display decoratives, novelties and 
accessories. Mr. Lerner will personally 





travel the south and southwest territory for 
the company where he is well know: | 
Rubbalac Lacquer 
For Plastic 

Rubbalac polyethylene lacquer has 
lent covering qualities for use by 
men i 


( xcel- 
display 
painting and decorating treated or 
untreated polyethylene sheeting or decora- 
tives tor display use. It can be 
brushed on. It is durable and chip-proof 
and will not come off through use or han- 
dling. It is flexible so that the plastic can 
be tolded or bent after painting with no no- 
ticeable variation. 


sprayed or 


Rubbalac lacquer 
in several transparent and opaque colors as 
well as in white, black and aluminum. Write 
to the firm at 1015 Fast New 
York City. 


Comes 


penne s 
l/ord street. 
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CLASSICAL 


WOOD COLUMNS 


COLUMNS CARRIED IN STOCK 
OR MADE TO DETAIL 


COMPOSITION ORNAMENTS for Woodwork 
Established over 50 years 
AMERICAN WOOD COLUMN CORP. 


913 GRAND ST., BROOKLYN 11, N. Y 
STagg 2-3163 
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Greatest Values in U.S.A. 


SHOW CARD PRINTERS 


$$14-22 $298.00 

M16-32 $398.00 

Giant 26-42 $750.00 
FOB New York 


JACK M. SIDER & CO. 


2037 Stanley 
Montreal, Que., Canada 


FEATHERS 
for DISPLAY 
OSTRICH FEATHERS 


all colors and sizes 


MARIBOU in 2 yard strings 


all colors 








Excellent delivery 


SOUTH AFRICAN FEATHER CO. 


1015 Filbert St., Dept. W 
Philadelphia 7, Pa. WAlnut 5-5219 














@ CEASE-FIRE 
Fiameproofing 
Spray 

@ FLEXIBOOTH 
Exhibit Booths 


@ PORTO-POST 
Crowd Control 
Equipment 

@ MIRRORED BALLS 

@ SPOTLIGHTS 





Filjon Industries, Inc. 
1211 E. FAYETTE ST., SYRACUSE, N. Y. 
Write for literature—Box 122 


AIOUUYMROUUIAAROAAANDU AARON ULSD LAA ALU 





a | 


PLASTIC PEGS FOR (25 


Make 


“O16 BOARO" 
a Reser PANtts 


dots, designs for SIGNS e DIS- 
PLAYS © CONTROL CHARTS. 
Write for literature, samples 
Lumi-plug® SALES CorpP. 
15 W. 44th St., New York 36 


*Masonite Quality Panels 


BAMBOO POLES 


All Sizes — Lowest Prices 


color- 


Corp 





Write for Information 


PAN ASIA COMMERCIAL CO. 


16823 Lekewood Bivd., Belifiower, Calif. 
MEtcalf 3-0678 


SHOE DISPLAYS 
WITH SALESMANSHIP 
page 33] 


[Continued from 
music, hitting the wrong key or failing in other 
measures is easy to determine by the experi- 
enced ear. Perfection is a matter of study and 
practice. Opinion by inexperienced 
Inanagement is no substitute for the experi- 
enced knowledge and creative ability of the 
specialist in display merchandising and sell- 
ing, and perhaps too much ineffective display 
can be the result of some misdirection. 

Also . an architectural degree is helpful 
and, of course, necessary in connection with 
the planning and design of buildings and 
structure, etc. Much store interior architec- 
ture of today is good, perhaps as architecture, 
but im many cases it has not been properly 
integrated with the knowledge of merchan- 
dising and selling 

As a further example, producing a successful 
show such as “South Pacific’ or “My Fair 
lady” requires the talents of many great 
specialists, acknowledged expert in 
either lyrics, stage settings, lighting, 
choreography, and, others in terms of 
merchandising and selling the production. 

Successful retailing today is, in our estima- 
tion, the knowledge of management in terms 
of knowing how to evaluate and use each and 
every specialist to combine and contribute to 


eternal 


each an 
music, 


yes, 


a most successful result. 

So, change involves your answering a ques- 
tion something like this... . 

“Are you willing to take a calculated 
risk on a good new idea or do you 
feel more secure if you wait for 
someone else to try it first?” That’s 
often what determines leadership. 

To be competitive you must be “ALIVE” 
and you must “LOOK ALIVE” in terms of 
this year as well as in terms of next year and 
What's good today is, for the 
most part, obsolete ten years hence. Please, 
therefore, look at your store through the eyes 
. not just your own. The 
your community have the privilege 
of seeing all of the not only in your 
town but during travels and vacations 
and the teenagers see other stores when they 
You hold their interest 
business in relationship to 
your ability to “stay young” in terms of the 
modern personality of your store, which re- 
flects your interest in your business and your 
ability to be competitive in holding your cus- 
Make the 
needed investment in “Showmanship in Sell 
ing,” because you just can’t afford not to. 

It’s very important to ask yourself before 
“What is this display 
Is it to sell a specific 
idea, or style, or event? If so, 
“Think It Thru” until you visualize it 
completely, even to the point of stopping and 
motivating power and cost. Again cost is only 
important when i+ fails to sell for you and 
store. Get your schedule and plan on 
paper two or three months in advance, subject 
to change. 

Certainly you can benefit most when you 
accept and use tested ideas and promotions for 
the improved exposure and identification of the 
products that your customers want most. 
Encourage all of this assistance by your 
manufacturers that you can use, but do not 


years to come 


of your customers 
people of 
stores, 


their 


gO hack to college. 


and respect and 


tomers. So, please may | suggest: 


doing any window 
to do for our store? 


Ci le c. cs 


your 


neglect your own responsibility in “Showman- 
ship in Selling.” Also, modernize your place 
of business to reflect the alert personality of 
your store which, we believe, is the greatest 
magnet to insure the acceptance and continued 
respect and patronage of the people in your 
community. 

Let me again remind you: It’s the 

last 3 feet that count MOST. . 

That’s where the customer, the shoes 

and the money come together to 

complete the sales. It’s also where 

too many sales are lost! 

You can make a positive psychological im- 
pression with attractive displays that will 
motivate people to buy MORE from you. 
Try it, please. Let’s change the old habit of 
“living in the past.” 


SPECIAL NOTE: For more than 28 years 
the Stensgaard organization has assisted 
manufacturers and retailers with ideas and 
designs for display promotion and window 
and store interior design. If you wish a 
copy of his entire talk, with twenty 8 by 10 
photo reproductions of these windows and 
sketches and others especially designed 
and shown with descriptions, they are 
available for a cost of only $15.00. Just 
write to W. L. Stensgaard and Associates, 
Inc., 346 North Justine street, Chicago 7, 
Illinois. 


Idea Book Available 
For Artificial Grass 

A unique idea book for display uses is now 
available from Eaton Brothers, Display Divi- 
sion, Hamburg, N.Y. Entitled “Eaton Velvety 
Grass, Your Magic Carpet,” the book contains 
dozens of ideas for using artificial grass mats 
to help sell your products. The 16-page book 
depicts more than 60 different ways of using 
Eaton Velvety Grass Mats. The grass mats 
are shown in store windows, indoor displays, 
commercial photography studios, parade floats, 
home table center-pieces, Christmas decorations 
and many other situations. Free copies of the 
idea book may be had by writing the firm. 


New Sales Representative 
For Deweese 

Jan LaVictoire has been appointed sales rep- 
resentative for Jack DeWeese Display Equip- 
ment Company, Miami, Fla., and will cover 
the states of Florida and Georgia. This terri- 
tory was handled personally by Mr. DeWeese 
until his recent hip fracture, from which he is 
recovering very satisfactorily. Although Jack 
is now getting around a little with a walker, 
it will be a few months before he will be back 
to normal. Mrs. Rachel DeWeese, his wife, is 
devoting her entire time to the business dur- 
ing his absence. 


Right Goldsmith, 
Wrong Firm 


Murray Goldsmith, chairman of the Display 
Division of the Federation of Jewish Philan- 
thropies, is with M. Goldsmith & Co., Inc. 
and not with H. Goldsmith & Sons as an- 
nounced in the December issue. Mr. Goldsmith 
presided at the testimonial dinner for Max 
Maharam of Maharam Fabrics, tendered by 
the division on Thursday, December 17, at the 
St. Moritz hotel, New York City. 
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Magazine to Boost 
Houseware Displays 

A new nationwide service, the installation 
of a continuing series of color-and-motion dis- 
plays of advertised housewares in key hard- 
ware stores, is announced by Good Housekeep- 
ing magazine, according to Harry M. Dunlap, 
publisher. Merchandising displays will be set 
up by installers based in leading metropolitan 
areas on a rotating basis throughout the year, 
with groupings of brands advertised in Good 


Housekeeping occupying complete windows. COUNTER DISPLAY STANDS 


lhe service will commence operation in Feb- No. 667—Adjustable Easels—Aluminum, 2” high, for small No. 650—All Purpose Display Easel—Covered in resilient 

ruary, 1960. hard-to-display items $2.25 Doz. white plastic, 4” high $2.40 Des. 

S pe Tee iii a ality < No. 710—Plate Stand—Nickel plated, 3” high, display any No. 655-—Larger version of All Purpose Display Easel— 

trong selling themes, stre SSing quality and shape plate securely $1.68 Doz. white plastic covered, 6” high $4.20 Dos. 

value, will include many Of a timely and sea- No. 711—Same as No. 710 finished in brass (not shown). No. 700—Plate and Tray Stand—Holds plates or trays 
$ 


sonal-selling nature, and _ specially-designed 2.10 Doz. 6° to 18", brass finish $2.70 Dos. 
display stands, lighting effects, motion devices, Jobbers laquiries lavited 

posters, streamers, and brand identification | ROBERTS COLONIAL HOUSE, INC. © 300-D East 152nd STREET © HARVEY, ILLINOIS 
cards will be installed on a three-weeks per 
window basis on a broad national basis. 


| ’ s? _ epee . . 
All products displayed will be strongly | from al” x 2 furring strip 

identified with the buying confidence ‘gener- | toa l2” x 12” Timber. 

ated by the fact that they are advertised in | 


Good Housekeeping. The Good Housekeeping 
Guaranty Seal will be associated in these 
displays with the products that have earned it. 
It is expected that manufacturers of house- Masonite Cut to vour specifications by one of New York’s 
wares and other products sold through hard- LARGEST and most DIVERSIFIED Lumber Compani 
- i » 4 4 anies. 
Celotex , — 


ware stores will welcome this service for many | 
- | ’ my 7 
reasons. Among them are the fact that pro- Mouldings © FAST SERVICE e 


fessionally trimmed windows will be installed 


on a national basis, signed statements are | Homasote fi N 7 LUMBER 
obtained from retailers, certifying that prod- | Plywood | y & TRIM CO. INC. 
ucts have been installed, no costly display y 17 Ridgewood Place Brooklyn 27, N. Y. 
materials are shipped to dealers and remain | U pson Board et 5.4141 

enmore 5- 


unused, out-of-stock situations are reported to | 
manufacturers and distributors, and useful | There are more Special Items in this MODERN Lumber Yard than in any other in New York 


























local trade information is reported back to 
both advertisers and wholesalers. 








Dealers are especially appreciative of this | IMPORTED MATERIALS 


type of service, it is said, because the windows 


cost them only an insignificant fraction of | FROM HONG KONG AND JAPAN 





what it would cost to hire a good trimmer to | 
build a similar professional, sales-attracting 
window. The dealer realizes he has neither | @ SPECIAL DISPLAYS 
the ability nor the time to provide such dis- | @ PERMANENT DECOR 


plays for himself. Also he welcomes the asso- 


for window and interior 





ciation of his store —and the products he sells Versatility and distinctive beauty unlimited 

with the reputation and prestige of both | . . . ready for instant adaptation to 
Good Housekeeping magazine and the Good | your own ideas and designs. Natural and 
:; . : lacquered finishes. Many other imported 
Housekeeping Guaranty Seal. items, not shown, including furniture, 

This new Display Merchandising Service of | chests, lamps, solid brass hardware, room 
Good Housekeeping has resulted from the | dividers, figurines, wall decorations .. . 
acquisition of Window Displays, Inc., Evan- | in fact, you name it, we have it! 
ston, Ill., by Hearst Magazines. Window Dis- | FI gy ioe nee le os mae 
plays, Inc., has been highly effective during complete information and prices. 
the past three years in setting up more than 
7,000 such displays in hardware stores for 
advertisers in Popular Mechanics magazine, 
another Hearst magazine. Both Popular Me- 
chanics and Sports Afield, also a Hearst 
magazine, will share the new service with 
Good Housekeeping. Each magazine will have 
its own series of windows, featuring products 


’ 
advertised in the particular publication. | F 
Wallace Foster heads up the Display Mer- | mannequins 
chandising Service and its nation-wide force | recreated 











(omamace) 





RITTS CO., Dept. DW, 2225 S. Sepulveda, Los Angeles 64, Calif. 








of supervisors and _ installers. 


poste | ith artist 
Trask Returns to Display | pa taara rots 


At Macy's, Parkchester | 

Arnold L. Trask, who has been recuperating jeddo 
from an automobile accident two years ago, sche 
has returned to the display field as a member micnigan 


of the display department of Macy’s, Park- 
chester, N. Y., store. He has been active in 
display for almost 30 years. 
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FOIL PAPER, PUFFING FOIL, BASE 
METAL, METAL CHAIN LINKS 
R. A. OHLHORST 


278-292 Johnston Ave. Jersey City, N. J. 


Murbaiton 


—_ etter co. 


* ‘meoanrogoaeavens 











i5i WEST (8th STREET, NEW YORK I!. N. Y. 





FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 








SHOULDER COVERS 


Vinylite window-clear — vinyl — polythene. 


Price list & samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 YARDVILLE, N. J. 


AUTOMATIC WOOD TURNINGS 


All Types ef Finishing 
Dowels and Balls ian Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 














STagg 2-5693 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement 
REGISTRATION OPEN — ENROLL NOW 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Gradeates are in Demand 


RUSTIC & WESTERN DISPLAYS | 
@ Rustic Frames ie U 8 T 5 Cc 


@ Rustic Boxes 
@ Bird Houses Furniture Co., Inc. 
"Poarkcraftt'’ 


& Feeders 
BIRCH Poles & Branches Phone NAtional 9-6479 
Williamstown, WN. J. 


CEDAR Poles & Slabs 











.. J 
THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds. 
For outstanding features 


INDOLA 


S820 Sunset Bivd., Los Angeles 46, Califerala 














WOOD and PLASTIC LETTERS 


AND SPECIAL SCRIPT 


All styles and sizes. Custom signs — Window — Store 


Directory — Desk — Trade Mark Reproductions. 


— Interested in Salesmen ond Jobbers — 


DISPLAY CRAFT 4. Main sr. 





COLOURAMA COLOR WHEEL 


Clips on in a jiffy any PAR38 or R40 
Rugged — Dependable 


COLOURAMA SALES COMPANY 


Bex 1631 SACRAMENTO &, CALIF. 
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PORTLAND, IND. | 


Editors Comment 


(Continued from page 10) 


one or more stores that would fit this category. 

In most cases you'll find that these stores exist 
on the high-cost profit of the Christmas shopping 
season, expecting it to tide them over the slack 

remainder of the year of mediocre sales. 


On the other hand, there are many cases 
where displaymen go all-out on their Christmas 
displays and then coast along the rest of 
the year. 


If management is at error in demanding an 
unbalanced display program why not tactfully 
present your position. Have figures to back up 
your statements and have them at your fingertips. 


If you happen to be the lazy displayman 
riding on Christmas laurels, management will 
take care of this situation in due time, and 
you'll be out hunting for a job. With the 
increasing interest in merchandising displays 
it is no longer as easy to "just get by" as in 
the past when displays were merely considered 
necessary, but unimportant, decorations. 


As store designer Charles Telchin mentions 
in his article in this issue, women buy between 
65 and 75 per cent of all men's furnishings. 
Elsewhere we have read that women are responsible 
for making an even larger percentage of other 
purchasing decisions. Now the news comes to us 
from far off South Africa that even young 
unmarried men are strongly influenced by their 
girl friends. Miss (or maybe Mrs.) Magda Meyer 
says in MAN'S SHOP, published by the House of 
Ensign, Cape Town, "Window gazing, once a purely 
feminine pastime, is now a shared pleasure. And 
if the girl friend doesn't always go along when 
the actual purchase is made, she has plenty to 
say before-hand and afterwards, too! And 
although Mums don't always control the purse 
strings of the tweens (the younger set in their 
twenties), they are not entirely a forgotten 
influence." 


Cordially yours, 


Sot ZA. 


DISPLAY WORLD 








STUDY 
WINDOW DISPLAY 
AT HOME 
Karn good income. Easy home- 
study Employers: 
Sponsor yur course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905. 
THE KOESTER SCHOOL 
Koester Bldg. 

Dept. DW 
3710-12 N. Cicero Avenue 
Chicago 41, Illinois 


Course. 


FOR SALE 
Six Mechanical Windows portraying Old 


Fashioned Holiday Activities. 


Over 50 


Silvestri figures — many involved mech- 


anizations. 
ciated! 
request. 


Must be seen to be appre- 
Photographs and information on 


OUTSTANDING VALUE. 


REMICK’S OF QUINCY 
Quincy, Mass. 











BUY OR TRADE—Desire Mechan- 
ical Chrirtmas unit for large cor- 
ner window. Will buy or can trade 
present mechanical unit composed 
of Santa with orchestra and chorus 
in colorful dwarf figures. Send 
photos, description and prices. L. G. 
PORTER, Sears, Roebuck & Co., 
5334 Ross Ave., Dallas, Texas. 








LINE WANTED 


By Successful Manufacturer’s 
Representative 


Seeks one additional line of 
quality display product other 
than plastics or foliage. 
Complete coverage of all dis- 
play jobbers in U. S. and Can- 
ada, three times per year. 


Write or Wire— 


JOSEPH HELFT 


6 Park Circle 
Cedarhurst, L. I., N. Y. 


EXCEPTIONAL OPPORTUNITY 
For Executive-Type Salesman 


Well-known European display fixtures manufacturer has recently 
established manufacturing facilities in the United States. To a 
man with recognized sales ability, knowledge of display and good 
taste we offer position as sales director working closely with com- 


pany president to develop fertile new markets. 


bonus and all expenses. 
cluding photo to— 


Unlimited opportunity. 


Substantial salary, 
Write fully, in- 


WING SUCCESS DISPLAY 


Division of The Wilson Corp. 


2001 Peninsula Drive 


Abco Industrial Park 


Erie, Penna. 


DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registrations being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 














WANTED — DISPLAY DESIGNER 


capable of designing and illustrating displays for itinerant pur- 
poses, largely in the wearing apparel field; top salary; permanent 


and attractiev position. 


6-4737. 


Write or phone: WOLF & VINE, INC., 
225 S. Los Angeles St., Los Angeles 12, Calif. 


Phone: MAdison 


WANTED 


USED LARGE 
EASTER 
DECORATIONS 


Reasonable : also SMALL 
UNIT SPRAYS, ETC. 


Address Box 1CD 


Care of DISPLAY WORLD 











1%Z PRICE SALE — Line-O- 
Scribe Model MK1422—Nearly 
new. 

Mercantile Sales Co. 


2037 Stanley 
Montreal, Que. 


WANTED — SCULPTOR 


with ability and talent for high fashion figures; high salary; ex- 


cellent opportunity; permanent position. 


Write or phone: 


WOLF & VINE, INC. 


225 S. Los Angeles St. 


Los Angeles 12, Calif. 


Phone MAdison 6-4737 
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FOR SALE 


Christmas Animated Display 
by Silvestri 
Used One Season 


BALLOON STATION 


Consists of 4 large balloons 
with carriages, 1 helium pump, 
wagon with 2 boys pumping — 
very colorful—cost $1600. Will 
sell for half price. Photo on 
request. 

C. R. Johnson, Display Mgr. 

Glass Block Store 
Duluth, Minn. 


POSITION WANTED 


Men's Wear Display Director 
desires position with fine qual- 
ity store in California. (Will 
consider other location.) Fif- 
teen years in men’s wear. Cap- 
able of designing and install- 
ing dramatized or merchan- 
dised windows. Complete re- 
sume and photographs on re- 
quest. 


Address Box 1BC 
Care of DISPLAY WORLD 








WILL BUY 
Used or Out of Use 
MANNEQUINS 
Ladies ... Children ... Men 
rite 
HERZBERG-ROBBINS, Inc. 
110 W. Wth St., New York 1, N. Y. 
PEnnsylvania 6-3585 











Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 








FOR SALE 
The Halle Bros. Co. 


ANIMATED 
CORNER WINDOW 


“SANTA’S TOY SHOP” 
made by Silvestri 
5 Mechanical Figures 
4 Non-Mechanical Figures 
All in perfect condition. 
Cost $4,205.00. 

Sell $2,500.00. 
Photos sent upon request. 
Address inquiries to— 
ROBERT J. YASENCHACK 
Display Director 


The Halle Bros. Co. 


1228 Euclid Avenue 
Cleveland 15, Ohio 


MANUFACTURER'S 
Representative 


to cover 4 Western Canadian Prov 
inces for one of America’s oldest, 
best known Importers’ servicing 
Jobbers and Manufacturers only. 
Extensive lines of Dirplay and 
Floral Supplies. Representation to 
also include Party and Carnival 
Supplies, Novelties, Toys, allied 
lines. Submit resume of experience, 
territory now covered, and lines 
carried. 


Address Box 1AB 


Care of DISPLAY WORLD 














19 ea. 
BIRTHDAY CAKES 


3 tier, 22” at base; 25” high, 
2 candles, cardboard with tis- 
sue overlay. Made by E1ch- 
enbaum Display Co. Used 2 
years. Pictures on request. 
Make an offer. 

Write— 


JOHN J. FEYAS 


Sears, Roebuck & Co. 
3025 So. Dixie 
West Palm Beach, Fla. 





JANUARY, 1960 

















ADVERTISING 
INDEX 


JANUARY, 1960 


This advertisers’ index is pro- 
vided as an additional service. 
The publisher does not assume 
any liability for errors or omis- 
sions. 


Indola of Californ 
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Lun Plug Sales Cor 


Manhattan Motion Manikin 
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(Opportunity Exchange 


Pan-America Art School 
l’an-Asia Commercial Co 
Parker Hdwe. Mfg (orp., & 
Potters Brothers. In 

Pryor Marking Products 


Reynolds Electri (0 

Kitts Co 61 
Roberts Colonial House 6] 
Rustic Furniture Co., In f 


Sales Promotion Center ; 
Schack’s Im Inside Front Cover 
Sel-O-Rak Corp. of 

America Back Cover 
Service Bureau 6 
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Co Inside Back Cover 
Sider A * = Tac k M Ot) 
South African Feather Ce 60 
Spanjer Bros : 
Stensgaard & Assoc., Inec., W. L 
Stern Co., Jos 


Fulnoy Lumber & Trim Co., Inc. 


Van Arden Fabrics 
Vue-More Corp 


Wasco Chemical Co 
Williams, Inc... D. G 


Zaria 








KITHER snow nor snowmen = are 

strangers to the display window, but 

it is certainly easy for a displayman to 
become stereotyped in the usage of both 
these stock winter display items. This 
cant be said ot Hans Fuchs, display director 
for Georg Volk KG, Wurzburg, Germany. 
For his background, he papered the back 
and walls with aluminum toil to which a 
light snow flocking was applied unevenly to 
simulate falling snow. In front of this he 
suspended on snow covered palettes three 
more miniature plastic foam snowmen with 
plenty of winter merchandise sweaters, 
mittens, jackets and scarves. A pair of skis 
adds to the sportswear emphasis. 

\ little light goes a long way when 
coupled with highly reflective surtaces and 
materials such as the snow and toil — a long 
way towards attracting more than fleeting 
glances of passersby. 

This display was chosen Display ot the 
Month by the editorial staff of DISPLAY 
WORLD, and Mr. Fuchs will receive a gold 
medai. His display was chosen from en- 
tries received during the month of November 
in the International Display Contest spon- 
sored by DISPLAY WORLD. 

Kntries in the 1959 contest are destined 
to break the previous record set in 1957. 
Deadline for the 1959 contest is December 1. 

Winners of the 1959 contest will be an- 
nounced in the special February issue, which 
will include the winning displays in a ma- 
jority of categories. 

Rules for the 1960 contest, which starts 
immediately, are printed elsewhere in this 
issue. As a suggestion, clip the list of clas- 
sifications and keep it handy tor properly 
marking your entries for the coming year’s 
contest. 





1958 Winners 


Sweepstakes: George K. Payne, Woodward & 

Lothrop, Washington, D. C.; First Place: 

A. Van Hollander, Gimbel Brothers, Philadel- 

phia; Second Place: J. Howard Schneider, 

The Crescent, Spokane; Third Place: Joseph 
T. Sjursen, Frederick & Nelson, Seattle. 





Malehorn To Represent 
American Fixture 

American Fixture, Inc., St. Louis, Ma., 
has appointed Frank Malehorn as direct fac- 
tory representative in Baltimore, Md. Mr. 
Malehorn has been in the display field for 
37 years. He was formerly associated with 
the May Co., Baltimore, and the Hecht Co., 
Baltimore. For the past nine years he has 
been sales representative for Baltimore Dis- 
plays. He has been an active member of the 
Baltimore Display Guild for 14 years and 
was recently elected president of the organi- 
zation for 1960. He is married and has two 
sons and two grandsons. 


Einhorn Heads Display 


For Atlantic Container 

Sy E. Einhorn has been appointed vice 
president in charge of the display division 
of the Atlantic Container Corporation of 
Long Island City, N. Y. Announcement was 
made by Arthur Feldman, president of the 
division, who said that this is a major step 
in implementing Atlantic's new integrated 
program to aid the marketing and sales pro- 
motion departments of customers in develop- 
ing the most effective point-of-purchase 
displays. 


DISPLAY WORLD 





Write for full details. The 
Full Sheet Signmaster is 
still more proof that Show- 
card Machines offer models 
for every need. 
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Here you see the grown-up version of a Showcard Machine that was a big 
hit right from the start. 


The original Signmaster was built to be a speed demon .. . to turn out multiple 

cards faster and more economical than anything of its kind. It has proved so popular 
that we’ve taken the next logical step—a big brother Signmaster that handles 

all work up to a full 22” x 28” size. 


It has the same type of mechanical inking unit, the same instant pressure 
adjustment for varying card stocks, the same roller-lifting toggle that prevents 
blurring. It has the same silk-smooth operation. And it is a Showcard Machine 
through and through—same patented method of type setting, same freedom 

of layout, same cast steel construction backed by a 5-year guarantee. 


mvesTIGATE 
BEFORE YOU 
INVES 


928-C MERCHANDISE MART, CHICAGO 54. ILL. 
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YOU CAN BET YOUR 


PANTS ON 


Sel-o-rak 


SWI TJOAIT A APPSISA TUR 


Write for the 1960 
“*Sel-o-Rak Girl’’ Calendar 


Sel-O-Rak increased slack sales for Bond’s, 
Howard's, Jordan Marsh, Broadstreet’s, 
National Shirt, Saks, Wallach’s, Schwobilt 
and thousands of other top stores. 
Sel-O-Rak can do the same for you! 
Our 30 day Free Trial offer will prove it! 
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SEL-O-RAK CORP. + 3582 N.W. 52nd STREET+ MIAMI. FLA. « SEE YOUR JOBBER OR WRITE DIRECT 























